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ADVERTISER'S WEEKLY 


ROYAL AIR FORCE 


FLYING 
REVIEW 


September Issue 
WILL BE THE 


BIGGEST 
EVER... 


Problems of 
depth research 


Sir,—As Mass-Observation has 
invariably maintained that the 
“common sense” research did 
not necessarily provide “prac- 
tical” answers, I naturally find 
much to agree with in Stanley 
Orwell's interesting article. (‘Is 
depth research a white ele- 
hant?”—ADverTiser’s WEEKLY, 

ay 13.) 

The phrase “depth” interview- 
ing unfortunately now seems to 
cover a multitude of confusions; 
and I would like to add, as a 
rider to Mr, Orwell's article, a 
plea for greater conformity of 
terms among researchers them- 

ves. 

Within the last few months, 
for example, I have come across 
“depth” applied to why or 
follow-up questions in formal 


THIS WEEK 
The value of the Trade Press 
—page 448. 


NEXT WEEK 
Photograph of the Month. 


interviewing on conscious 
motive; to informal interviews 
(also on conscious motive) 
with questions asked but not 
in a edetermined order; to 

psychological type interviewi 
with no questions asked at all 
and a primary interest in uncon- 
scious motivation. And these 
are Only the more obvious cases! 
Since psychology is still a 
comparatively new word in 
market research (although not in 
the advertising world) one might 
expect confusions of this kind. 
But in face of increasing de- 
mands for information that does 
more than skim the surface of 
problems researchers might do 
well to consider more clearly just 
how deep, deep interviewing is! 
M. B, TARRANT. 


Director, 
Mass-Observation Ltd. 


To The Editor.. 


New title for an 
old tool 


Sm,—What exactly is this 
“Public Relations” that is 
chattered about so freely in your 
columns? 

Is it some new sex cult? Or 
is it what it has always been—a 

rt of the whole advertising 

usiness, a tool with which to 
carve the advertiser's niche a 
little bigger. 

Any advertising agent who is 
not living and breathing his 
clients’ ambitions is surely not 
doing his job. If he is, he uses 
every legitimate means that his 
experience, knowledge and 
fmageeeton will provide. This 
public relations” sense is there- 
fore something which every real 
advertising man is born with 

-commonsense, “gumption,” 
“using one’s loaf.” A founda- 
tion upon which, it appears, the 
advertising profession has built 
so successfully that it has be- 
come well and truly buried. 

If only we could bury bally- 
hoo, instead. 

L. W. Riaaos. 


Managing director, 
Riggs Advertising Ltd. 


Proud to be ABC 


Sin,—We also have an A.B.C. 
figure for one of our publica- 
tions, the only one in its par- 
ticular field. 

We find advertising agents and 
firms most interested in A.B.C. 
figures and are sure that they 
appreciate the guarantee of sales 
figures, 

We are proud to be members 
of the Audit Bureau of Circula- 
tions and entirely disagree with 
“Editor's” letter in your issue 
of May 13. 


Basu. D. Dorrripce. 
Managing director, 
The Standard Catalogue 
Co., Ltd. 


Fussy changes on 

the proofs 

Six,—A printer was in to see 
me fresh from an interview with 
a client who was playing the 
printery up with continual mind- 
changes and fussings about with 
the proofs. 

I observed what I have long 
believed, that many executives 
both of advertising agencies and 
commercial houses have only the 
vaguest idea of what goes on in 
a printing house, ener. on 
large-scale projects. Clients 


order and instruct all sorts of 


London, N.10. 


changes from fussy little details 
to complete revisions, 

I wonder if they have the 
ghost of a notion what work and 
cost these involve? 

CONSULTANT. 

(Name and address supplied.) 


Avoiding confusion 
between products 


Sin,—-In your issue of May 
20, under the heading “Review 
of Poster Advertising,” by Stuart 
Lewis, there is a reference to the 
new Nestlé’s poster. 

To quote: “The new Nestlé’s 
Cream poster lags far behind the 
excellent press advertising for 
this product... . It consists of 
a tin of milk... .” 

Therein, sir, lies the answer. 
The poster is for Nestlé’s Milk, 
as your contributor himself 
points out. 

To avoid confusion the two 
products are treated differently, 
which is the reason for “the lack 
of co-ordination between press 
and poster advertising.” 

J. Suimcey Rarer. 
Advertising manager, 
The Nestlé 
Co., Ltd. 


Just fancy 

Sir,—-Having what, on occa- 
sion, may be termed a “whimsy” 
mind, I'm afraid I read into the 
slogan: “Fancy calling Stork 
margarine!” an implication the 
reverse of what it was meant to 
convey. 

I admit it was qualified by an 
introductory tag in much smaller 
lettering, but the public have a 
habit of “reading as they run,” 
and in this instance | feel that 
a much more convincing phrase 
could have been evolved. 

Hupert E. CHANT. 
54 Gates Green Road, 
West Wickham. 


Fine salutation 

Sir,—I was greatly impressed 
by one sentence in the tribute 
by G. Martin Lewis to the late 
John Cook—*“No one met him 
who was not happier for having 
done so.” 

How few people, in this age 
of bickering and selfishness, can 
claim sueh a salutation, 

I feel that such a man is a 
po loss to life in general, and 

nd myself regretting that I had 
not the honour of knowing John 
Cook and almost envying those 


who had. J. E. Furr. 
3 Etheldene Avenue, 


May 27, 1954 


...Wwitha 


110,000 


copies, print order 
—a 40,000 plus, sales 

bonus for advert- 

isers, no increase 

in rates. 

ROYAL AIR FORCE 
FLYING REVIEW 


180 FLEET STREET, E.C.4 
CHAncery 8844 


One station, one 
company 


Sin,—When commercial tele- 
vision comes, it will be in the 
interests of the advertising 
profession that it should be 
established in a workable form. 


I hear various rumours as to 
the views of advertising agents 
upon this subject, and interpose 
my own point of view only be- 
cause it is based upon a careful 
study of commercial television. 
My Association has been collect- 
ing information for the past 12 
months and has had the benefit 
of some of the best technical 
advice available. 


We have made no secret of 
our opinion that there is only 
one workable system of opera- 
tion—i.e. that each station should 
be licensed to a separate pro- 
gramme producing company, and 
that these companies should be 
free to arrange between them- 
selves for network programmes. 
This, in our view, is the only 
way in which an efficient system 
can be established. Our reasons 
for holding this opinion are as 
follows: 


1. It is essential that local 
advertisers should be given a 
fair share of the time avail- 
able, It is also important that 
there should be programmes 
with a strong local interest. 
This will only be possible if 
one company is made respon- 
sible for each station. The 
alternative would be to split 
up the time between several 
companies, all operating from 
London, and this must in- 
evitably lead to the sacrifice of 
purely local interests. 

2. Advertising men are 
accustomed to deal with 
organisations which can offer 
satisfactory coverage at clearly 
defined rates. 

R. E. Simms. 
Secretary, 
Popular Television Association. 


Applyar particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London, w.l. 
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“It wasn’t good enough !’’ 


“ZOU see, Mr. Smith”, says the Retailer, “there’s a lot Remember — the real cost of a Display is not the cost 

of competition for my display space these days. The per piece, but the cost per piece used. Our Displays get 
stuff your people sent wasn’t good enough. I’m choosey maximum usage. We would like to show and tell you why. 
about what’s used in my shop. So if you want a showing Could we do this fairly soon? The number is Euston 5351. 
here, tell your folk to buck their ideas up”’. 


Do YOU plan your Point-of-Purchase Advertising from 
the Retailer’s point of view? Do you, in fact, know what 
Retailers want ? We do —and we believe we can prove it. 
Because, almost daily, clients who have come to us for 
properly planned Point-of-Purchase Advertising tell us 
they are getting increased usage of their Displays. 


LEQN GOODMAN DISPLAYS ..... 


419-125 WHITFIELD STREET « LONDON WI + EUSTON 5351 
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4% e Like a family friend who is wise and 
ates experienced yet keeps a youthful 


was © outlook, HOME CHAT has won 
eat Sk the loyal trust of hundreds of 
thousands of housewives with its 
up-to-date, responsible and honest 
ea oe features and its carefully chosen 
eae fiction. If yours is a product for 
5 ere women, the home or the family, 
Pees your advertising message in HOME 
Se CHAT will share the faith of thls 
bares tremendous following. 


ciel NET SALES 267,090 AN A-P PUBLICATION + PAGE RATE £100 
A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON STREET, LONDON, ECA : CENtral 8080 
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C. & E. Layton Ltd. have 
informed the Advertising As- 
sociation and the Institute of 
Incorporated Practitioners in 
Advertising that in the event 
of either body embarking on 
a campaign to advertise ad- 
vertising, they will be pleased 
to give all process engraving 
and typesetting for this 


purpose. 
Leslie Room,  director- 
general of the Advertising 


If advertising is to advertise . . . 


LAYTON GIVE A LEAD 


Association, told “Adver- 
tiser’s Weekly” that the offer 
would be submitted to the 
publicity committee of the 
Association at its meeting 
next month. 

Drummond Armstrong, dir- 
ector, LLP.A., said: “We are 
naturally very pleased and 
grateful for this offer, which 
we shall discuss with the 
Advertising Association.” 


Photograph taken at the Conference dinner at which re ey a News- 
r. 


papers Lid. were hosts. 


From left: Mrs. E. Childers; 
Ald. J. Owens, Mayor of Galway; D. J. Garvey (Conference 


Dr. Oliver Chance, deputy chairman, Inde 


. J. Owens; 
esident); 


ndent Newspapers Lid.; Mrs. 


D. Garvey; the Minister for Posts and Telegraphs, Mr. E, Childers; Mrs. 
King and W. G. King (hon, organising secretary), 


Irish Conference 
boosts benefits 
of advertising 


The second Irish Advertising 
Conference, held at Galway last 
week-end, pledged advertising to 
the service of the community. 

Theme of the Conference— 
“Advertising benefits consumers” 
—won wide publicity. 

®Peter D. Rackow suggested 


the formation of an _ Irish 
organisation similar to the 
Advertising Association “to 


foster and protect the good name 
of advertising.” 

®Brian D. O’Kennedy offered 
to take the initiative to investi- 
gate whether advertising agencies 
could operate market research 
jointly for mutual benefit. 

The Conference is reported on 
pages 438, 439, 442, 476 and 481. 


Newsprint: 


Freedom 


hope deferred? 


PROSPECTS of the abandonment of newsprint controls 
during the present rationing year are prejudiced by the 
prevailing demand for advertising space, and by the stocks 
position. Optimistic forecasts are discounted by F. P. 
Bishop, M.P., general manager of the Newsprint Supply 
Company, and chairman of the Rationing Committee. 


In an interview with Apver- 
TISER’S Weekty, following the 
announcement of Government 
approval for the purchase of an 
additional 50,000 tons of news- 
print from Scandinavia, Mr. 
Bishop revealed that stocks are 
“very much below” what has 
always been considered the safe 
minimum. 

Owing largely to demand for 
more advertising space, the 
weekly consumption of 13,500 
tons estimated in February had 
risen to 14,500 tons. 

“We have already mortgaged 
half of the increased imports, and 
at least another quarter is re- 
quired to build up stocks to a 
safe level,” he said. 

Mr. Bishop recalled that last 
February Lord ‘Woolton ex- 
pressed the view that if arrange- 
ments could be made to import 
another 100,000 tons of news- 
print in 1955 and if, in addition, 
another 50,000 tons could be 
obtained from the home mills, it 
= be possible to remove con- 
trols. The Government had now 
authorised the imports of an extra 
100,000 tons—50,000 each from 
Canada and Scandinavia But 


it was still not known whether 
the home mills would be able to 
supply their share of the in- 
crease, This wou'd appear to 
depend largely on the amount of 
pulp they were able to import, 

Mr. Bishop ascribed the in- 
crease in weekly consumption to 
the fact that most newspapers 
were now using their maximum 
possible paging. 

With half the increased im- 
ports morigaged in advance and 
at least another quarter required 
to build up stocks, that would 
leave perhaps 20-25,000 tons 
towards increased paging or 
other relaxations. ft e extra 
50,000 tons were obtained from 
the home mills there would be 
70-75,000 tons available for 
increased consumption. 

It was estimated that an in- 
crease in the ration of one p 
all round—for every paper still 
rationed-—would 75,000 
tons a year. 

“ The increase in consumption 
has caused stocks to fall and 
they now stand at less than five 
weeks’ supply,” Mr. Bishop 
revealed. “This is a very 

@ Continued in Stop Press 
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Advertisers feature: CLOTHING, TOBACCO, SPIRITS, 
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Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.!. 


GROsvenor 3877. 


iv ‘coe: 
i — | a: | 
| cs § 
ee 
_ a 
a | 
ee 
mene SERI//CE SL ee 
: 
| a By 


PES nS Nie 
< Aten, ‘ 


“a 
4 
% 

be 
a 
+o) 

¥ 

« 


SS 


ee 


ADVERTISER'S WEEKLY 


436 


<n 


May 27, 1954 


‘Feather bedded’ we still have to face 
real competition 


FIGHT FOR BUSINESS COMING SOON, 
SALES MANAGERS ARE TOLD 


To-day Britain needed the most vigorous 


sales- 


possible 
manship, said Mr. D. Heathcoat-Amory, Minister of State, 
Board of Trade, when he opened the annual conference of 
the Incorporated Sales Managers’ Association at Buxton last 


week-end. 


“During the t three years 
or 60,” he said, “we have not 
quite held our share of inter- 
national trade .. . and we have 
probably not yet felt the full 
force of international competi- 
tion. 

“At this particular time and 
in the immediate future 1 believe 
the emphasis has got to be placed 
on strengthening our sales force 
and on the most vigorous 
possible salesmanship.” 

Replying, N. W. R. Mawle, 
chairman of the Association, 
said; “We believe that the most 
important function in the bring- 
ing about of a better material 
state of society is better sales 
management. 

“As sales managers we know 
that the world’s markets can be 
ever expanding. We know that 
the wants and needs of the 
people throughout the world are 
virtually without limit. We, in 
our jobs, know that while needs 
are important, wants are far 
more important. 

“We know that it is the 
creating of wants and not merely 
filling the needs that will keep 
production economy alive and 
expanding. We know that the 
po limit to our prosperity, the 
only limit to our standard of 
living is our ability to sell and 
distribute at a _ and put 
into use the goods we know we 
can make.” 


Special market schemes 


R. N. Wadsworth, marketing 
manager of Cadbury Brothers 
Lid., said that although it was 
sometimes possible to determine 
the short-term effects of adver- 
tising, the longer term effects 
were far harder to judge. 

“Special advertising and mar- 
ket schemes,” he said, “are 
nevertheless often well worth 
while, if only to maintain the 
sales vitality and general flexi- 
bility of the organisation in a 
competitive market. 

“The assessment of the effect 
of advertising upon past sales or 
future estimates must always be 
largely a matter of judgment, but 
the soundest basis for such 
judgment is past experience.” 

R. A. Twomey, an executive 
director of Spillers Ltd., warned 
the Conference that ee 
competitive conditions” had still 
to be faced. 

“Some of us may have had 
an awkward month or two when 


Conference: 

“It is one thing to achieve 
capacity to produce for the 
masses, but quite another 
thing to produce mass mar- 
kets through stimulation of 
demand. In order to achieve 
a mass market one must plug 
and plug on one’s advertising. 

“Every form of persuasion 
or coercion must be studied, 
developed and kept continu- 
ally in action. The folly of 
trying to believe that one’s 
goods are so well known that 
advertising is no longer neces- 
sary has been proved over 
and over again, and even 
where a 100 per cent cover- 
age has been achieved, the | 
continual trumpet call must 


rices or raw 


since 1938 has any of us had to 
fight for business in the way we 
will have to t for it when 
the pound sterling is set free; 
when the last pound of inflation- 
ary money has been spent and 
every manufacturer is free to 
make and sell whatever he wants 
to make and sell in any quanti- 
ties he chooses. 

“Every one of us is, to some 
extent, feather-bedded by the 
fact that imports of manufac- 
tured goods are controlled by 
currency regulations. If we 
believe that these import con- 
trols cannot be maintained in- 
definitely we must also believe 
that we are not yet working in 
fully competitive conditions. 


Top agencies in USA 

Young and Rubicam Inc, top 
the latest list of leading adver- 
tising agencies in the United 
States with a turnover of 
$63,348,132. Second are the 
J. Walter Thompson Co, Inc. 
($59,457,225). 

Foote, Cone and Belding Inc. 
are placed fourth ($29,887,510) 
and McCann-Erickson Inc. ninth 
($26,769,352). 


Hudson & Knight Lid. are using 


these giant packs built up on the 
chassis of commercial vans to P am 
licise their new detergent mo. 
They measure 8 ft. by 6 ft. by 7 ft. 
Hampden Press had the 

of silk screening the packs. Ten 
huge masonite display pieces are 
used in each one, The printing was 
done at the company's factory at 
Broxbourne, Hertfordshire. The 
ink was specially made to resist the 

weather conditions. 
* Why it is called Omo—see Talking 
Points, page 446. 


Will make films 
for TV 


Films for competitive televi- 
sion in this country are to be 
made for Granada Thentees Ltd. 
by Transatlantic Picture Cor- 
poration, it was announced this 
week by Sidney Bernstein, chair- 
man of the company. 

Mr. Bernstein, who is asso- 
ciated with roducer Alfred 
Hitchcock in Transatlantic Pic- 
tures, flew to New York over 
the week-end with a number of 
stories and ideas for business 
talks with U.S. television in- 


terests. 
the tele-films 


Production of 
will commence in early autumn, 
a spokesman of Granada said 
this week. All the films will be 
about 30 minutes in length and 
will be made in Britain. Well- 
known artists from both sides 
of the Atlantic will be employed. 


70,000 posters 
for Scottish 
exhibition 

Half a million leaflets and 
70,000 posters have already been 
sent overseas, mostly to travel 
agencies, to publicise the Scot- 
tish Industries Exhibition which 
will be held in Kelvin Hall, 
Glasgow, September 2-18. 

W. A. Nicholson, manager of 
the Scottish Tourist Board, who 
is in charge of publicity for the 
Exhibition, says that altogether 
some two million pieces of 
publicity material—posters, bro- 
chures, transparencies, linen ban- 
a stickers and blocks—will be 


R. A. Maclean, chairman of 
the Exhibition, stated at a press 
conference on Monday that 
nearly 100 industries will be 
represented, and that the stand 
frontages will total nearly 1} 
miles in length. 

He revealed that about 20 
well-known trade pen would 
run supplements connection 
with the Exhibition. 


FADING TESTS 


Fading tests conducted by West 

rican representatives of Export 
Advertising Service Ltd., London, 
into the stability of colours used 
in outdoor advertising in the 
tropics are stated to conflict with 
a number of accepted theories 
about colour durability. 

These tests, which are being 
conducted with the co-operation 
of printers and ink suppliers, will 
be carried on throughout the 
year. 


TRAVEL NOTE 
The Daily Freight Register, 
published five days per week, 
is now issuing a “Weekly ship- 
ping and air travel review” on 
Saturdays as an extra service to 
readers. 


Ad agents influence print design 


Advertising agencies had been 
responsible for much of the pro- 
gress in printing design over the 
past 50 years, Henry D. Davy, 
of Newcastle upon Tyne, told 
delegates to the British Federa- 
tion of Master Printers’ Congress 
at Harrogate. 

Mr. Davy told the Congress 
that it was the advertising 
agencies who took the initiative 
many years ago to improve the 
design of business printing, and 
they had helped to develop the 
market for printing and the 
printers. 

“But it would be churlish of 
the advertising profession,” he 
said, “not to accept the fact that 
a can and, in many cases, 

ve become masters of design 
of their own products. That 
there is room for both is evi- 
dent by the fact that agencies use 


those printing houses which have 
their own design service because 
they get the advantage of work- 
ing with a _ design-conscious 
group of craftsmen.” 

Other speakers were Ian W. S. 
Wilson, a director of Pillans & 
Wilson Ltd., of Edinburgh, on 
“Commonsense in management,” 
and Philip J. Wright, a director 
of John Wright & Sons Lid., 
of Bristol, on “Commonsense in 
technique.” 

Final business of the Congress, 
which closed on Tuesday, was 
the annual general meeting. The 
new pale is Geoffrey C. 
Griffith, chairman and a 


director of W. P. Griffith 

Sons Ltd. Hamish A. MacLechose, 
chairman of Robert MacLehose 
& Co., Ltd.—the Glasgow Uni- 
versity Press—is vice-president. 
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London, 
presents 
don Cup 


The Lord Mayor o 
Sir Noel Bowater (left), 
the Publicity Club of 


to Andrew Milne. In between is 
Harold Butler, the Club's chairman. 


40 years’ 
wholehearted 


work 
The Publicity Club of London 
Cup was presented at the 


Mansion House on Tuesday to 
Andrew Milne for “over 40 
years’ consistent and whole- 
hearted work for advertising, 
with particular reference to the 
club movement and organised 
advertising generally.” 

Making the presentation, the 
Lord Mayor, Sir Noel Bowater 
(who is the Club's president), 
said that Mr. Milne was 
organising secretary of the 1924 
International Advertising Con- 
vention and from then on had 
been connected with almost every 
facet of organised advertising. 

Acknowledging the presenta- 
tion, Mr. Milne said that there 
were so many people working 
hard for advertising to-day that 
it must be very difficult to decide 
to whom to award the cup. He 
recalled how he and the Club’s 
chairman, Harold Butler, had 
attended the first meeting of the 
Club 40 years ago. 

The presentation was followed 
by the Club’s luncheon to the 
Lord and Lady Mayoress. 

Mr. Milne is director and 
general manager of the Drapers’ 
Record and Men's Wear group. 


More Club News on page 480. 


Agency for sale 
—£35,000 


Leaver, Cole & Co., solicitors, 
of Budge Row, E.C.4, offered an 
advertising agency for sale in 
the classified advertisement 
columns of Tuesday's Times. 
The agency is stated to be 
“fully recognised” and with an 


annual turnover of £100,000. 
Purchase figure quoted was 
£35,000. 

All telephone applicants—and 
Leaver, Cole told 


ADVERTISER'S Weexty that they 
had “very many” during Tuesday 
—were asked to write for further 
particulars. All other informa- 
tion was refused to telephone 
callers. 
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The Lord Mayor of 


, a relations officer. 


London, 
Sir Noel Bowater, would like 
the City of London to have 


At the Publicity Club of 
London’s annual luncheon to 
y the Lord Mayor, who is its 

— Sir Noel said: “It 
, s high time that the City 


year’s subject for which was 
“Advertising London to 

loners.” “An excellent 
entry has been received,” said 
Mr. Butler, “and the competi- 
tion committee are now en- 


gaged in a preliminary adjudi- 
cation.” 


It was proposed to send the 
winning entry to the Mansion 


before the public at large, not House in course in the 
vhewe.” or part of it, might be 
? Sir Noel was rep to a adopted by appropriate bodies. 
> toast proposed by Club’s Sir Noel said: “What the 
chairman, Harold Butler, who City Corporation does for the 
had referred to the Club’s_ citizens of London has far 
new competition for the Sir too little publicity. le 


are constantly coming to t 


LONDON | 


New export organisation 


is formed 


Steps are being taken to form 
an export advertising organisa- 
tion. ed title is the 
Export Advertising Circle. 

It will be open to members of 
recognised advertising agencies, 
particularly those dealing with 
overseas markets, representatives 
of overseas media and members 
of advertising departments of 
industrial organisations with 
overseas interests. 

Objects of the Circle will be 
to hold meetings for the inter- 
change of knowledge about 
export markets; to hear talks 
by leading personalities in the 
export advertising world; to get 
a better understanding with 
publishers abroad regarding the 
supply of trustworthy informa- 
tion about circulation and 
readership; and to establish and 
strengthen better understanding 
with representatives of overseas 

ia in the U.K. 

It is also hoped to form a 
study circle for young members. 

The annual subscription will 
be five guineas. 

A provisional committee has 
been formed ars M. 
O’Grady, chairman (the J. Walter 
Thompson Co., Ltd.), , 
Milhado, secretary (Albert Mil- 
hado and Co., Ltd.), Miss B. C. 
Luck (W. 8. Crawford Ltd.), and 
J. Ls Read (Mather and Crowther 
Ltd.). 

A meeting for all interested 
has been arranged for Wednes- 
June 2, at 11 am. at 
Brettenham House, Lancaster 


IIPA art exhibition 


The Institute of Incerporated 
Practitioners in Advertising will 
again hold an exhibition of the 
private work in painting, drawing 
and <a of people on the 
staffs of member agencies. It 
will be held at the Institute’s 
offices during October 18-29. 


b660bOO06044 


| 


At the opening of the newest 
furnished show house of Scottish 
builders Mactaggart & Mickel Ltd. 


Douglas ickel (right), a 
director, is with his daughter 
Angela, in _ front. Seated are 


Cathleen Elder, of Poole's Cinemas, 
and (left) Burney Parrott, Edin- 
burgh Students’ Charities Queen, 
who performed the opening cere- 
mony. Behind standing (1. to r.) 
are W. Cranston Hall and Neil 
McCallum, of J. G. McCallum & 
Co., the Edinburgh agents who 
organised the publicity. Whole 

¢ features appeared the 
UE dinburgh Evening News,” “The 
Bulletin,’’ and a double-spread in 
the “Edinburgh Evening Dispatch,” 
The client's advertisements were 
backed up by numerous suppliers 
of furnishings and Iding 

materials. 


in 


Paris to British grocers to an- 
nounce that liffel Tower 
Lemonade and Orangeade 
back on the market in a new 
8 oz. tin. 

Thought up by R. Q. Armit- 

ope, advertising manager of 

oster Clark Lid., the scheme 
was carried out their agents, 
London Press Exc , through 


Lotopedean pencils 
‘Planning is 
being advanced’ 


An advance copy of one of 
the key tables of the 1954 
Hulton Readership Survey—the 
class analysis of readership—is 
being sent out this week. . 

This early release, states 
Hulton’s research manager, 
R. H. Norris, is due to the fact 
that “there has been considerable 
demand recently among users of 
our Assessment Service for the 
production of figures based on 
1954 research, no doubt because 
the overall shortage of adyer- 
tising space is causing many 
advertisers to advance their 
planning by some months.” 


The Acme Showcard & Sign Co., Lid., have introduced a new ty, 
showcard material, called Perstone, a development of laminated car 


and plastic. 


of 
d 


it is washable, is not affected by damp, and can be silk- 


screened, die blocked or embossed. Above is an example. 


SS ae er 4 : 
—_—— : 
FY |_| | : 
BP | LORD MAYOR WANTS PR CHIEF FOR | 

‘a Ww me at the Mansion House 
} Pa from the Dominions, America 
mm ae ee Sat 
mee & gil: Se “If we don’t present our- 
vs te * selves in the most attractive 
Be: ae | way we shall lose our 
4 a — - a Po prestige. I am sure that with 
Ee > oa your help and your publicity 
E uh > =. we can maintain our prestige 
- Oe  o- Corporation had in its LOSING PRESTIGE more effectively.” 
organisation someone who is The luncheon menu, which 
responsible for keeping its was decorated with a sketch 
name ideale and good war of Fleet Street in red on a 
a ieee oo 
paper headings, was designed 
by Freddie Jones (Saward 
Baker & Co. Ltd, blocks 
being presented by Noakes 
ee ee a ce. opens 2 
William Crawford Cup, his [i the Curlew Press. 
. tee +7o7oo or ooo 7 t 
— dha 
ee 
= ‘ oy ren Be 4 “oS = : 
, — mee 
re og i :.. | | 
| e oe | 
. Rays a 
ae 
ee 
a it 
a 7 
 . , : . . * 
prucibed ae OA ME ie | 
, Place, W.C.2. oAME ae a 
la ee ee re by ; ange i“ o™ 
PO - Geuwnletten ben | 
! a . 
. ma 


el 
Z 
ra 
a 
ar 
Fe 
ihe 


ADVERTISER'S WEEKLY 


438 


@ IRISH CONFERENCE—'PRACTICAL WAY TO A 


ADVERTISING’S PLEDGE TO NATION 


To increase demand and 


raise living standards 


HOW advertising helps to promote better standards of 
living was emphasised by the Conference president, 
Denis J. Garvey, in his opening address. 


The Conference theme “Adver- 
tising benefits consumers” was 
a straight statement of fact, he 
said, but it was on this ground 
that advertising was most fre- 
quently challenged. 

“It may appear unusual that 
at this stage in the development 
of advertising it should be neces- 
sary for an Advertising Con- 
ference to explain such an 
obviously basic advertising 
principle, But, unfortunately, it 
is necessary. 

“We have got to sell adver- 
tising not alone to the manu- 
facturer who does not advertise 
but to the public-—the consumer. 
We think the time has come to 
explain the function and purpose 
of advertising.” 

Mr. Garvey praised the “ad- 
vertising advertising’ campaign, 
a joint effort by the Irish Asso- 
ciation of Advertising Agencies 
and the Dublin ewspaper 
Managers’ Committee. The 
Conference was, in a way, part 
of that campaign 


*We are not afraid’ 


“It is a paradox that of all 
callings advertising appears to be 
the most self-conscious,” he 
added. “Our business seems to 
be the one which is always good 
for an attack, and very allem 
does a professional advertising 
man strike back in its defence 

“Anything worthwhile has 
always had antagonism and 
opposition, We are not, and 
should not be, afraid of criticism. 

“Let us be honest with our- 
selves and face the fact that ad- 
vertising has still much to do to 
win universal public acceptance. 
It is apparent that advertisin 
has not yet achieved a fu 
measure of respect and con- 
fidence. This is probably due to 
the fact that the old abuses of 
the early unorganised pioneering 
days are still remembered. But 
advertising now is altogether 
different. We can say with truth 
that nearly all the abuses of the 
early years have vanished. To- 
day there is little insincere or 
misleading advertising. Nearly 
all that was harmful, useless and 
undesirable has been eliminated 

“Advertising to-day is a 
method of selling that has 
never been approached by any 
other method in history. It is 
more than that—it is a vital 
economic force. Competitive 
selling and competitive adver- 
tising are essential parts of the 


system of private 


enterprise | 
which we believe is the only 


practical way to a better life 
and better standards of living. 
“Much depends on the manner 
in which we use this great force 
of advertising. We depend on 
public confidence. To justify 
that confidence is the task ore 


us. 

“Advertising has done, and is 
doing, abundant moral and 
material good and it is up to us 
to ensure that the consumer pub- 
lic has explicit trust in advertis- 
ing and that the standard set 
is the highest both in efficiency 
and in integrity.” 


David Allen & Sons Lid. were the 
hosts to delegates at Galway’s 
famous Gaelic theatre, Taibhdharc 
na Gaillimhe. Above W. E. D. 
Allen and Mrs. Allen greet Eithne 
McBrien (O'’Kennedy-Brindley). 


May 27, 1954 


BETTER LIFE’ 


Denis J. Garvey (centre, standing), the Conference president, makes his 


presidential address at the openin 


session. Others seated at the table cre 


(1. to r.): Thomas Milner (Esso, Ireland), David P, Luke (chairman of the 
Publicity Club of Ireland), Albert Price (programme secretary), Ald. Joseph 
Owens, the Mayor of Galway, William G. King (Conference secretary), 
Frank W. Padbury (chairman of the Irish Association of Advertising 


Agencies), Horace Denham (chairma 
A, 


m of the Advertising-Press Club), and 


R. Thomas. 


Ads help manufacturers to give 
more quality and efficiency 


“When there is a setback or 
trade recession then is the time 
to think of something new and 
advertise more frequently to 
bring the demand up to pro- 
duction. In this way a rise in 
price is avoided.” 

This was the declaration of 
F. W. Brownlee, managing 
director of Brownlee Bros. Ltd. 

“Increased production of 
radio, brought about by years of 
advertising, has slowly, but 
surely, brought down prices,” he 
said. 

“I remember around 1925 
when the cost of a well-known 
battery set, plus speaker, etc., 
was over £100. at is the 
equivalent of about £250 to-day. 
In performance it was not in 
any way equal to a 12 guinea 
1954 model. 

“Competition has always been 
very keen in the radio business. 
Radio dealers, and the public, 


its resolve that: 
Advertising must create 


possible wider, fuller lives. 


community spirit. 
Believing that the 


The Conference resolves .. . 


The Conference passed this resolution: 


“The second Irish Advertising Conference attended by dele- 
gates representing every branch of the business of advertising 
having considered and discussed the ways in which advertising 
can be made use of as a service to the community declares 


greater demand 
commodities and services by informing the public truthfully 
of their merits and advantages. 

Advertising must be used as a means of increasing demand 
so that the economies of large-scale production can be made 
available to consumers in the form of lower prices. 

Advertising must be used to raise the standard of liv 
by educating people to the need for and advantages 
goods and services that save labour and time, and make 


Advertising must be used for such socially desirable ends 
as health education and the fostering of civic pride and 


t use of advertising can develop 
national and civic consciousness, and lead to a greater spirit 
of co-operation amongst citizens, the Conference pledges itself 
to work to make advertising a worthy instrument to be used 
in the service of the people and the nation.” 


for worthwhile 


know a good model from a bad 
one. It is a waste of money 
advertising bad value. It, there- 
fore, follows that advertising 
improves quality, increases effici- 
ency and lowers the cost of 
living.” 

Mr. Brownlee looked back on 
the poverty and hardship which 
existed in his youth. The higher 
standard of living now enjoyed 
by all was brought about by in- 
creased productivity — coupled 
with advertising. 

Mr. Brownlee added : 

“Advertising created the desire 
to buy and output had to be 
stepped up to meet the demand. 
In an endeavour to increase out- 
put and also wages, new and 
faster methods of production had 
to be evolved. This was accom- 
plished to such a high degree, 
with the same number of 
employees, that there was danger 
of over-production. 

“To counter this it was essen- 
tial to advertise at attractive 
prices. This advertising, in most 
cases, created a demand which 
more than covered the over- 
production and _ started the 
successful manufacturers think- 
ing again. 

“And so the spiral goes on 
and on. More advertising at 
lower prices—greater demand— 
higher productivity—a_ higher 
standard of living.” 


GALWAY BRIEFS 


One delegate arrived without 
his dress trousers. Irish hospi- 
tality is such that he was soon 
fixed up. 

* 


* * 
Galway's largest bottle of 
champagne—a jeroboam-——was 
presented to Conference presi- 
dent Denis Garvey by J. J. 
McCann (Radio Review). 
* 


* * 

One manuscript included the 
direction—for the speaker's own 
benefit—“Hopeful pause for 
laughter.” 
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Insufficient PR 
in Ireland 


says Minister 

The Minister for Posts and 
Telegraphs, Mr. Erskine H. 
Childers, speaking on the ser- 
vice which advertising renders 
to the community, said the 
whole panoply of public rela- 
tions was _ insufficient in 
Ireland. 

The country had not even 
a film studio or film proces- 
sing plant, no continuous 
publications covering the pro- 
ductive aspects of national 
life, and no highly skilled 


public relations officers in 
several important  depart- 
ments. 


Advertising for the com- 
munity must be co-ordinated 
with adult and adolescent 
education in all forms. One 
without the oter was useless. 

He added thet he had far 
greater faith in advertising 
than most people in the poli- 
tical world whom he had met. 

A public relations campaign 
for greater productivity would 
be of inestimable value to the 
country. 


Credit for 
fair dealing 


L. V. Whitehead, chairman of 
the Incorporated Sales Managers’ 
Association (Irish branch), said 
that advertising could take the 
credit for raising the standard of 
ethics and practice in business 
and for effective leadership in 
honesty, sincerity and fair trad- 
ing generally. After surveying 
the checks made by newspapers 


Mr. Whitehead recalled read- 
ing in “Advertiser's Weekly” 
in 1924 the report of the Adver- 
tising Association Conference of 
that year on “Truth in Adver- 


“It was there,” he said, “that 
I learned that this was not the 
awakening of the profession, but 
just another stage in the develop- 
ment of the public conscience 
which had been going on for 
many years, led by the adver- 
tising profession.” 


and advertising agencies, he said 
that advertising had made lower 
prices possible and thereby raised 
the standard of living, improved 
consumer taste and had increased 
demands. It also played a vital 
role in protecting the consumer's 
variety of choice. 

The advertiser must be honest 
in the information which he gave 
to his agent; he must also exer- 
cise self-control in the other 
forms of advertising such as 
direct mail or other printed 
matter which might not be 
handled by an agent. 
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@ IRISH CONFERENCE—GIVING CONSUMERS CHOICE 


‘Too little spent 
on publicity 


T° little emphasis is given to the informative function of 
advertising; too much emphasis is given to the “urge to 


buy” which advertising creates. 


This contention was 


advanced by W. H. Orr, director, Lever Brothers (Ireland) 
Ltd., addressing the second Irish Advertising Conference. 


“Is it not true that the very 
information which the manufac- 
turer or distributor disseminates 
through the medium of advertis- 
ing provides the consimer with 
his or her greatest weapon—the 
freedom and power of choice?” 
he asked. 

Mr. Orr said it was not diffi- 
cult to understand why the 
consumer should sometimes be- 
lieve that advertising was an 
expensive (and by __ inference 
wasteful) business. Whereas it 
was there to be seen on all sides 
and at all times, other facets of 
industry were much less visible 
—manufacturing and packaging, 
for example, and the transporta- 
tion of the finished article from 
the factory to the retail store. 

All those services carried a 
very big share of the final price 
of an article, and when they 
were set against expenditure on 
advertising, they made the actual 
“promotion cost” seem very 
small by comparison. 

“If we consider the cost of 
advertising in countries with 
such different living standards as 
the United States of America and 
Great Britain, and compare them 
with the cost of advertising in 
Ireland, it will help us to keep 
our perspective right,” he con- 
tinued. 

“Taking 1952 for this com- 
parison, we find that in the 
United States total. expenditure 
on advertising—that is to say, 
the whole advertising costs of 
industry and commerce—repre- 
sented only about 3 per cent 
of the total amount spent by the 
private individual on consumer 
goods—and that in a country 


where advertising is done on a 
bigger scale than anywhere else. 
“In Great Britain the figure 
was still lower, between 1} per 
cent oS 2 per cent, while in this 
country vertising represented 
only 0.6 _— cent of the sum 
spent on consumer goods, a very 
low figure indeed—round about 
14d. worth of advertising in 
every £1 the consumer paid, 
“These figures surely do 
show that advertising, in its 
proper perspective, is not 
nearly such a substantial item 
in the final price of consumer 
goods as is sometimes alleged 
by its detractors. 

“Because the consumer ullti- 
mately has to pay for advertising 
does not mean that he or she 
gets poor value from it—there 
is, in fact, much evidence to the 
contrary. 


Most searching test 


“Take for example the vast 
world of women's fashions; can 
we not say with conviction that 
the articles and advertisements 
that women so keenly and in- 
tently read, the shop displays 
they so critically inspect, the 
dress shows they eagerly attend, 
provide them with the weapon of 
choice? 

“And, whether it is in the ex- 
citing world of fashion or in 
connection with more humdrum 
consumer goods, the moment 
when a woman exercises the 
freedom and power of her choice 
is the very moment that the 
manufacturer's claims, the in- 
formation he has provided about 
the article, are subjected to the 
most searching test.” 


A_ stop for Me ae ding the 


“Connacht Tribune.” At the 


tour of Connemara, organised 


k of this group are Walter Mahon both 
= Ann Kane (The Standard Ltd.). 


Seated (1. to r.) are Mrs, Denis J 


Garvey, Miss W. Downey and Mrs. N. O'Reilly (‘Connacht Tribune’ , 
Miss lay Kneafsey (The Standard Lid.), and Gordon Clark, the chairman 
of the Advertising Benevolent Fund. 
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toilet 
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duced 
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which 


v 
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> “Anyone who 

} mately the consumer paid for 
the advertising’ is quite right, 
> but the consumer derived only 
benefit from it, for after that 
he only had to pay 4d. instead 
of 6d. 
of toilet soap, and a few years 
later the price was even re- 


i How ads cut 
} living costs 


This example of “the way 
in which advertising, well 
timed and executed in support 


good product can not 
change the whole price 


market, but also reward the 


and quality structure of the 
} consumer directly and imme- 
‘ 


* “Between the wars, when 
competition was relatively as4 
keen as it is to-day, certain? 
manufacturers decided to 
launch a new 


“At that time, there were 
on the British market a lot 


of branded most of 
which sold at or more 
per tablet. 


GOOD QUALITY 


“Having adapted their fac- 


ted a quality which was at 


equal to or even better 


than that of the existing toilet 
soaps, and launched the new 
soap under its brand name at, 
4d. per tablet. 

+ “Naturally, a price like this’ 
could only be made a paying | 
proposition by using all the 
means of mass production. 
}A very large turnover was 


and this turnover 


necessary 

was achieved with the aid of 

an advertising campaign which | 

}in those days was sensational, 
“The plan was successful, 

the new soap won a large 

share of the market and 


money t on advertising it 
was bril justified. 
LOW PRICE 


says ‘ulti- 


for an excellent tablet 


to 3d. ‘ 
the manufacturers hac 


not had the instrument of ad- 
vertising at 
the reduction in the of 
toilet soap to half what it had 
generally been before would 
not have happened, nor would 
the considerable expansion in 
the total use of toilet soap 


their dis 


took place in Great 


Britain as a result of this ad- 


ertising. 

“Advertising was, therefore, 
an essential element in an 
initiative which brought the 
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Arthur Hughes 
moves to DDWS 


Arthur Hughes, vice-chairman 
and joint managing director of 
Technical & General Advertising 
Agency Lid., has resigned to join 
the board of Dolan, vis, Whit- 
combe & Stewart Lid. Mr. Hu hes 
has been general manager of il 
Butler Co., Ltd.; was from 193941 
a director of " Armstrong- Warden 
td.; and joined London Press 
Exchange in 1946, becoming joint 
managing director of its associate 
company, Technical & General in 
April, 1949, P 


a 
Consequent upon the r tion 
of Arthur Hughes, the a wes 


changes are — oe ay y 
nical & General. tition, 
joint managing Ro. becomes 


managing director on June |. 
R. 8, Wilson, former senior account 
executive, and L. F. L. Davill, 
hitherto studio manager, have both 
been appointed directors. Mr. 
Wilson joined London Press Ex- 
ce in 1947, transferring to 
‘- G. a year later; and Mr. 
Davill, after experience with Sells 
Lid., was with EB, Walter George 
both before and after the war until 
joining T. & G. in 1940. 


Cecil Swann joins 
Legget Nicholson 


Cecil G, H. Swann, who recently 
resigned from the board of Cecil 
Swann Lid., of oe J Street, 
W.l joined Legget icholson 
& Partners Lid, where he will be 
handling Continental and U.S. 
accounts, including those of 
Synergie, the well-known Paris ad- 
vertising agency. 

* 


- 
Owing to ill-health, H. & 2 oes, 
managing director of the Whi 
Advertising Agency in Leeds, is 
retiring from active control of the 
agency. He will continue to serve 
on the board. D. 8. Munro is the 
a _— general manager 

irm after many years as 
chief aengunt Gqeies. 


At the annual feneral meeting of 
the Leeds branc Incor- 
ated Sales MS jo 
lenry was clected 
chairman ‘for the coming year. 
oe o - 


Sydney C. Etheridge, has been 
appointed creative assistant to L. C. 
| aera of the sales promotion de- 
partment of Remington Rand. For 
the Ft three years Mr. Etheridge 

m with Publicity Press (Ports- 
a Lid. as a visualiser and 
creative typort rapher. He was also 
secretary, licity nag he 1 eee 
mouth and Southsea, | 


Miss Rosalind Kingham, iter 
of W. R. Kingham and Mrs. King- 
ham, directors of the Kingham 
Advertising Ltd. in which 
she or three years been in 
charge of several am, was 
married last gg St. 
Matthew's Church, 
Per Jorgensen, ot. Hl ler, 
Denmark. 


* * * 
Charles Cooper, formerly adver- 
tising assistant at Nestlé Co., Ltd., 
has joined flour manufacturers W. 
Melhuish Ltd. as advertising 
manager. 


* * * 


Donald H. Robinson, who has 
been marketing director of Thos. 
Hedley’s since last September, has 
been appointed managing director 
in succession to Robert Craig Wood 
who has resigned. 


Secretary honoured 


Miss Jean Reid man- 
aging director, Simpson & Gemmell 
Ltd., Glasgow, was presented with 
a gold wrist-watch at a dinner held 
by the past chairmen and executive 
committee of the Glasgow branch, 
Incorporated Sales M As- 
sociation, in recognition her ser- 
vices as hon, secretary to the branch 
during the past four years. Miss 
Hennah remains on the executive 
committee of the branch. 

a * * 

Philip Cleary-F ox, recently on the 
editorial staff of The Recorder, has 
joined Kennerley Edwards & As- 
sociates, public relations con- 
sultants. ‘< . 


Ben Walters, typosrapher and 
figure artist in the News Chronicle 
and The Star publicity department 
studio, leaves this week to take wu ard, 
a similar post with F, C, Hh 
Wood & Partners. He has 

with the News Chronicle and rhe 
Star for 16 years and before that 
was with Erwin Wasey Lid. An 
inscribed cigarette iighter and a 
fountain pen were presented to him 
by his studio colleagues. 


S ste 


From the right, W. McM 
Hargreaves, 


Fifty years with 
one paper 


Arthur senior repre- 
sentative in the Manchester 
Guardian & Evening News Ltd., 
advertisement department, was 
guest of honour at a luncheon last 
week to mark his completion of 50 
years with the firm. P. 
Scott, chairman of the firm, gave 
him a gold wrist watch from the 
directors, and William McMillan, 
advertisement director, presented 
him with an easy chair and a 
lighter, from his colleagues in the 
department. 


* * * 


Alan W. Russell (F. W. White 
& Co.) has been elected president 
of the London Master Printers’ 
Association. H. Knill Jones 
Howard, Jones, Roberts & 
td.) and R. G, Connell (The Metal 
Box Co., Ltd.: Paper Products 
Group) have been elected vice- 
presidents; and J, Graham W 
(Williams, Lea & Co., Ltd.) has 
been re-elected hon, treasurer. 


* * 7 


Eric Howard, secretary of Joshua 
B. Powers Ltd., this week celebrates 
his 2ist anniversary with the 
company. 


* * * 


Robert Turnbull Wishart has re- 
linquished the secretaryship of the 
Scottish Alliance of Master Printers 
after holding the office for more 
than 35 years 


'3 of Independent 
Cinemas in the Country 


advertisement director, Mr. 


and Mrs. A. 
and L. P. Seott, chairman and managing director, Manchester 
Guardian & Evening “News Lid., during the presentation. 


L. F. L. Davill 


Pictured at a party given by T. B. 
Browne Ltd. to introduce their new 
TV department are (left to right) 


ney Rogerson, public relations 
adviser, War Office, R. B. 7 
joint managing director of T. B 
Browne Litd., and 
advertising manager of 
Mackintosh & a Lid. (see page 
) 


* * * 

Howard Baldwin, advertising 
manager of the New Yorker maga- 
zine, will arrive in London from 
New York with his wife on June 4 
for a three weeks’ visit. 

. * * 

Will Samuel, managing director 
of William Samuel & Co. (London), 
Ltd., whose firm are the advertise- 
ment representatives of the Jewish 
Observer, and Mrs. Samuel, were 
at the President of Israel's garden 
party on the occasion of Indepen- 
dence Day. 


= rE 


R. Kingham 
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Every week one family out of every three in Great 


Britain reads the Sunday Pictorial. For with an 


average net sale of 5,373,027 the Sunday 

Pictorial goes into millions of homes all 

over the country. It is read by every reads the 

adult member of the family on the 

best advertising day of the week — the 

wlMiausccmnee -«-SUNday ‘Pletortal 
sink in. Space in the Sunday 
Pictorial is exceedingly econom- 
ical too. Compared with 1939 its every week 
square inch per thousand rate 

has increased much less than that 


of any other Sunday newspaper. 
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How the consumer 
is protected 


CONSUMER advertising is the effort of a society, be- 

coming prosperous, to teach itself the use of the relatively 
great wealth which can be provided by mew resources and 
techniques. This declaration, by James Mansfield, general 


“ua 


erate ea 


At the reception, dinner and dance given for delegates on Friday evening 


ie , by the Irish Press Lid. Left to right: . McEllin, chairman, and 
x secretary of the Retail Grocers and Allied Traders’ Associa- Major V. de Valera, managing director of the Irish Press Ltd., Ald. Joseph 
ria tion, was acclaimed at the second Irish Advertising Con- Owens, ae 2 A, 4 Galway, J. F. Costeilo, former Mayor of Galway, and 
* ference at Galway last week-end. empsey, general manager of the ‘ ‘Irish Press.” 

ra “Without advertising,” said 


“ats 


Mr. Mansfield, “the consumer, 
content with the products avail- 
able to him, would become 
sup- 
mono- 
ifference 
security, would be unassail- 
able by competition. 

“But fortunately the position 
is otherwise. In teat world 
any producer, who by skill, 
reorganised methods or improved 
processes is in a ition to 
provide a better or cheaper pro- 
duct than those on the market 
cannot be prevented from reach- 
ing the consumer. 

“Advertising acts as the great 
equaliser, for through its agency 


a 


Social activities had pace, 
colour and variety 


Socially the Conference was a tremendous success. Enter- 
tainment was open-handed, and the atmosphere convivial. 


Delegates who travelled to Galway were received by Mr. McEllin, the 
by train received copies of the first Conference president, and Jimmy 
issue of the Conference Bulletin Furlong (advertisement manager, 
which contained last minute Irish Press). 
gramme details, brief biographi Delegates lunched on Saturday as 
of the speakers and leading per- the guests of Radio Review and J 
sonalities and a report of a were welcomed by J. J. McCann, , 
ceremony which took place on the managing director of Radio Review 
night prece _the departure—the Ltd. Brian D. 
omy insignia of office to (O’Kennedy-Brindley 

ference president Denis J. i 


dependent upon existing 
pliers, who, hardened b 
poly and lulled into in 
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o 
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J. McCann (left), managing 
director of Radio Review Lid., 
and Mrs. McCann with the Mayor 
Galway, Ald. Joseph Owens, at 
Radio Review Ltd. luncheon on 
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the new product can be launched 
on the market and effective com- 
petition offered to the established 
product 


H c service 


“That such standardisation has 
not merely been of benefit but 
has also pretected the consumer 
cannot denied. Standard 
pameene makes it more easy to 
select an ——- goods and in 
so doing ilitates retailing or 
the serving of the consumer. 
The wrapping and weighing of 
bulk goods, which is wasteful of 
time and skill, is rendered almost 
obsolete, and the retail sales 
clerk is enabled to get standard 
packages into the hands of the 
consumer with minimum delay. 

“But advertising by making 
for standardisation has not 
merely facilitated the retailing 
process. Through its agency 
decided progress has been made 
and much service rendered to 
the consumer in the more 
hygienic handling of goods. 

“A responsible producer who 
has invested substantial sums of 
money in promoting sales of his 
product by extensive advertising 
cannot afford to lessen the value 
of that investment and must, per- 
force, maintain the standard and 
quality of his product. A com- 
petitor is ever at hand ready to 
take Ray ape = any deprecia- 
tion in the prod 

“A universally | known and ad- 
vertised price is a safe and pro- 
tected price, in that it ensures 
that the consumer is safeguarded 
from deceit or overcharge. For 

= n who hopes to retain 
his business would increase on a 
price which is widely advertised.” 


Garvey at the final meeting of the 
organising committee. The investi- 
ture was carried out by William G. 
King, who was president of the first 
Irish Conference held in Cork two 
years ago. 


The Irish Press Ltd. were hosts 
at the first social event—a reception, 
dinner and dance—on Friday. 

shes were brief, J, E. McEllin, 
irman of the company, expressed 
the belief that planned publicit 
was needed for the smaller Iris 
industries. In many cases the 
amount of money available for 
advertising, in the initial stages, was 
not sufficient to justify any great 
effort by an individual agency— 
although it could happen that 
eventually the effort would prove 
well worth while. This might be 
something which the Irish Associa- 
tion of Advertising Agencies might 
consider—a joint effort to organise 
the marketing and advertising of 
the small industries on a long term 
plan. 

Mr. McEllin was replying to a 

toast * “The West” which ned 


by Brian 
(O’Kennedy-Brindley 
The toast of advertising was 
Aibert Price (W. D. & 
s Ltd.). John W. Tate 
Ltd.), 
replying, com- 


Press (it was 
founded in 
1932) had 
provided a 
great new 
medium in 
Ireland, with- 
out in any 
way interfer- 
with the 
value and 
circulation of 
existing 
newspapers. Conference 
The guests caricature. 


replied on behalf of the guests, 
traced the successful history of the 
= both in Ireland and since it 
d entered the English market. 
While the men attended the third 
business session in the afternoon, 
the ladies enjoyed a fashion parade 
or: at the Eglinton Hotel, Salt- 
the guests of Woman's 
Life. They were welcomed by Mrs. 


Ald. J Owens, Mayor of 
Galway, who welcomed the dele- 
gates at the opening session, said 
that it was the desire of the 
Corporation to make Galway city 
a conference centre. Advertising 
was, he said, a most varied and 
highly skilled avocation, vital to 
the modern business world. 


Lily Murr. managing director, 
Periodical tress Ltd. Miss Ita 
Hynes compéred the show. 


Link with first agency 


The Conference dinner, on 
Saturday, was a gala affair with the 
toast of the Conference being pro- 
posed by Dr. Oliver Chance (deputy 
chairman of Independent News- 
papers Ltd.). He surveyed the 
remarkable improvements in copy 
and layout which had taken place 
within the past 25 years and com- 
mented that this was something for 
which the Irish seemed to have a 
natural flair. 

Conference president, Mr. 
Garvey, responding, said that the 
son and grandson of the man who 
founded the first advertising agency 
in Ireland (in 1879)—Wilson Hart- 
og & Co., Ltd.—were present at 

the Conference, together with Ray 
O'Keeffe, of O’Keeffe’s Advertising 
Service, the second to be established 
in Dublin. After tracing the 
development of the agencies in 
Ireland and the formation of the 
Irish Association of Advertising 
Agencies, Mr. Garvey welcomed 
the representatives of the executive 


Saturday. 


committee of Associated 
Newspapers (the provincial press 
organisation), the Association of 
Advertisers in Ireland, the Publicity 
Club of Ireland, and the Adver- 
tising-Press Club. 

The toast of Independent News- 
pape pers Ltd. was proposed by Frank 

bury (chairman, Irish Associa- 
tion of Advertising Agencies). He 
commented especially on the man- 
ner in which the /rish Independent 
stuck to its principles. 

E. C. Maguire, 
manager, Independent Newspapers 
Ltd., replied. 

If spirits had been lower heavy 
rain on Sunday might have damped 
the ardour of delegates on the three 
coaches touring the beauties of 
Connemara as guests of Connacht 
Tribune. At Renvyle hosts at lunch 
were the J/rish Tatler and Sketch 
with managing director Noel Hart- 

receiving delegates. G. 
Nockton, Connacht Tribune, also 
welcomed delegates. G 
Conference council member, replied. 

Mr. Clark also spoke at Ashford 
Castle, Congs, where Miss May 
Kneafsey, The Standard, was host 
at tea. On returning to Galway 
David Allen's were hosts at two 
productions in the city’s famed 
Gaelic Theatre, W. E. D. Allen re- 
ceived guests, with Dublin manager 
A. J. Gairn. William King thanked 
the hosts and complimented both 
Galway University Players and the 
Gaelic Theatre on the productions. 


Final lunch 


The final lunch was sponsored by 
the /rish Times, guests being re- 
ceived by Melville Miller, advertise- 
ment manager, who commented on 

pride which his firm had 
in being hosts at the close of 
most successful Secs 

Albert Price, ramme secre- 
tary, complimented Irish Times 
and its weekly counterpart, 
Times Pictorial... 


irish 
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dai MaMgeNQATt tt) iW PANU nena 


It’s Sunday tn the North of England— 


ELL 


—and one person in five is reading the 


Through the EMPIRE NEWS you reach 21°, of the popula- 

tion of the North of England on their day of leisure. The E MPIRE 
Kemsley Report shows that 22°, of these see no other national 

Sunday newspaper — an important mass market which you NEWS 

miss altogether if you ignore the EMPIRE NEWS. 76%, 

EMPIRE NEWS readers in the North of England come 

from the DE classes. 


00001 COON 


—and one in four multi-income households are reading the 


Through the EMPIRE NEWS you reach 25°, of the house- 
holds in the North of England where there are more than two R 
wage-earners. This means one-quarter of those families with 


the most money to spend — an important public which you NE \ ¥ ) S 
can easily reach through the EMPIRE NEWS. 


RRRBRAHN PNA UALALNY Stnennenntnianannnnnopgntn pivot inning rics nce itn POM) 1 YY00E NOES QORURRUROANEPPPDUAANER 1000054 0000002 1005000001000 ADEE ERPOPDTORASS PRA NOES PAAMBERSOUIHYS4 8 O10 49N OANA PPE AOSD OND 


—and important people are reading the 
The EMPIRE NEWS is read by important people — EMPIRE 
important, because so many of them are solus readers; 
because so many of them live in multi-income households ; 
because, quite simply, there are so many of them! For all NE V4 S 
these reasons, EMPIRE NEWS readers are important to 
the advertiser. By including the EMPIRE NEWS in your 


advertising schedule, you reach an important market in the *And this is coly half the 
. Over 
prosperous, closely-populated North of England* — and on 800,000 cages of the Empire News 


. R : . — more than 40% of its sale — go 
the day on which they are most likely to give you their iaoal cleowhare in the country, 
careful attention. which are equally important to the 


Nt 


You cannot cover the North without the 


EMPIRE NEWS 


Further information is available from: Jack Everett, Advertisement Manager, Kemsley House, London, W.C.1. 
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Agency opens TV 
department 


Cost of commercial TV spots 
is expected to be 10s. per 
thousand viewers, produc- 
tion expenses wh may work 
out at from £150 upwards per 
minute. 

This information was given to 
clients of T. B. Browne Ltd. at 
a demonstration to launch the 
agency's new TV department at 
their Piccadilly, London, prem- 
ises last week. 

Marjorie Goddard, who was 
recently appointed head of the 
T. B. Browne radio, film and 
TV section, told clients that the 
potential audience for competi- 
tive television was 25 million. 
But it would be a long time 
before this figure was reached. 

A half-hour film of American 
TV commercials was shown but 
the audience was told: “While 
the American way is not to be 
taken as a pattern there is much 
to learn from their successes and 
their errors.” 

One of the American commer- 
cials shown was for Mackintosh's 
Quality Street—an account hand- 
led here by T. B. Browne Ltd. 
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£7 million order from 
ads in Russia 


That British advertising in 
Russia has played an important 
part in leading to the placing of 
£7 million worth of orders for 
British textile machinery is be- 
lieved by Miss L. |. Parker, 
managing director of British In- 
dustrial Publicity Overseas Ltd., 
publishers of British Industry 
and Engineering. 

This bi-monthly journal, which 
has been circulating with Board 
of Trade and Foreign Office 
approval in Russia since 1926, 
carries a considerable volume of 
British heavy-engineering and 
capital-goods advertising. Its 
audited distribution in Russia 
is somewhat over 2,000, but, 
explains Miss Parker, the reader- 
ship is greatly in excess of this 
figure as it goes to libraries that 
are attached to factories. These 
contain many foreign technical 
publications, which factory man- 
agers and technicians are re- 
quired to study. Subscribers 
include the governmental buying 
departments, but most of the 
copies are distributed free. 

British Industrial Publicity 
Overseas also publish Turkey 
and Great Britain in Turkish, 
Anglo-Arab Trade in Arabic, the 
Anglo-Scandinavian Trade Re- 
view in Swedish as well as 
directories in these languages, 


Members of the Scottish Silk Screen Printers and Display Association 
visited the works of Display Craft Ltd. recently. 


‘Family spirit : | McCONNELL'S MEET | 


can aid sales 


More information on company 
policy to employees could lead to 
a better understanding and a 
happier “family spirit,” said A. 
Lloyd-Thomas, head of the Used 
Tractor Sales department of the 
Ford Motor Company, Ltd., and 
former head of the education 
and training department, when 
he spoke on “Human relations 
in Industry” at a luncheon mect- 
ing of the Institute of Public 
Relations. 


Public relations could help in 
improving communications be- 
tween management and the 
workers, and it could give them 
something better to sell, he said. 
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HALF A MILE OF PRESS CUTTINGS 


This is believed to be one of the 
biggest press cuttings books in the 
world. Its 220 pages contain 
nearly 25,000 column inches of 
British press clippings telling the 
story of the building and maiden 
voyage of the American liner 


How French 
women buy 


French women, before buying 
an article of household wear, 
seek information as follows: 72 
per cent by visiting several shops, 
16.5 per cent by consulting one 
of the women’s journals, and 6 

r cent by consulting a cata- 
ogue. 

This information was given 
by H.-J. Donon, president of the 
committee for market research 
of the Syndicat General de 
l'industrie Cotonniere Francaise, 
when he spoke on “Market 
Research by Trade Associations 
as an Aid to _ Promotional 
Activity,” at the jubilee Inter- 
national Cotton Congress at 
Buxton. 


ODHAMS PAY MORE 

With the recommendation of a 
final dividend of 124 per cent, 
Odhams Press is paying a total of 
15 per cent for the year 1953 on 
an Ordinary capital of £2,115,000— 
as increased by a 150 per cent scrip 
issue. 

A year ago a final of 20 cent 
made 25 per cent on ,000 
Ordinary then in issue. 


A joint meeting of the directors of McConnell's Advertising Service Ltd., 

Dublin, McConnell’s (London) Lid. and McConnell & Co. (Advertising) 

Lid., Colwyn Bay and Derby, took place in Dublin durin Ba sy Show 
Ci fa le 4 


Week. Pictured here (left to right) are: T. R. Dipple, 


J. A, Pearce, M. H. Stokes, C. 


. Page, 


Ben. McConnell, Arnold E. Jones, C. E. 


McConnell (chairman of the McConnell Association of Companies), 
D. F. Swords, G. F. Pollard, J. H. Brown, Frank 8. Kon. J. C 
McConnell joined the meeting after the photograph was taken. 


the “United States,” the publicity 
for which was handled in 
this country by W. 4H. T. 
Tayleur (Publicists) Ltd. The 
front cover, measuring 294 in. 
by 234 in. and spine, has been 
bound in a single skin of royal 
blue Morocco by Zaehnsdorf Lid., 
who bind books for the Queen. 
The picture shows W. H. T. Tayleur 
and Rosalind Bicknell, directors of 
W. H. T. Tayleur (Publicists) Lid., 
with (centre) D. A. Smythe, Euro- 
pean manager of advertising and 
publicity for United States Lines. 


GOLDEN CHANCE 
FOR BRITISH 
PRODUCTS 


There is a golden opportunity 
for British goods in South 
Africa, but British exporters must 
do more by way of sales promo- 
= to off-set German competi- 
That, in essence, is the message 
brought to England by Ralph 
Horwitz, general manager of 
South African Publishers Ltd., 
Cape Town, who produce a 
number of journals dealing with 
merchandising, packaging, in- 
dustry and trade, textiles and 
other consumer goods. 

“By contrast with Britain,” he 
says, “German sales promotion 
is so good that it is almost 

ible to produce a_ whole 
journal from press releases sub- 
mitted by their experts.” 

Mr. Horwitz scouted the idea 
that South African politics would 
affect the prospect for British 
goods adversely. The South 
African bought on quality, and 
British goods, both capital and 
consumer, enjoyed a high reputa- 
tion; but they needed to be 
backed with more effective 
selling. 

South Africa’s markets are 
opening up very considerably, he 
says. Economists believe that 
by 1955-56 she will be able to 
import £500 million worth of 
goods, as against £420 million 
now. 

Mr. Horwitz, who is on a two 
months’ business visit to Britain 
and the Continent, is chairman 
of the Sales Managers’ Associa- 
tion in Cape Town and a 
member of the executive of the 
Newspaper Press Union. 
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MAKE YOUR OWN CONTEMPORARY FURNITURE 
: _ rf modernize your old 


The job's half done with these handsome 
ready-made, wrought-iron legs. All you 
need is a screwdriver. Made in lengths 
suitable for practically any piece of furni- 
ture, all legs are of quarter-inch round 
steel, smooth lamp-black finish, and rustiess. 
No polishing needed. Each leg has a circu- 
lar 3-inch welded piate, drilled with three 
screw-holes all ready for fixing. Hairpin 
legs don't dig into carpets. The straight ones 
cre shod with rubber. 


T vare, . 
Dong and Hitchen Tables BP Lornared ‘or round-—areevriable ni be ‘ew. 
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COMMENTS 


NEWSPRINT 
NERVES 


The time has come for some 
straight talking on newsprint. 
When it was announced last week 
that the Government had 
authorised the importation of 


Smaller agencies, in particular, 
enthused over the prospect of 
even the most powerful news- 
papers again having small 

es for sale to all. 

This enthusiasm for freedom, 
however, did not penetrate to 
the offices of the biggest news- 
paper publishers. The atmo- 
sphere there may be described 
as one of cautious pessimism. 

Even the most go-ahead would 
say no more than that there 
is a good chance of rationing 
being abolished next year. 


Works problems 


The nervousness with which the 
newspapers anticipate the re- 
turn to freedom is, of course, 
conditioned by the acute re- 
organisation problems which 
will face them. 

There are machining ity 
problems and other technical 
difficulties. But overshadow- 
ing everything are the restric- 
tive practices imposed by 


labour. 

A machine is introduced which 
is oiled automatically. But 
six men who would have oiled 
older equipment must be paid 
to do nothing. 

Plates are made in London for 
printing in the provinces. But 
to assuage workers in the 
North, all the matter is reset 
from photostats and imme- 
diately thrown into the melt- 


ing pot. 

Publishers fear an extension of 
these lunacies when the big 
expansion comes. 


Facing the future 


Courage is needed now to im- 
plement three lines of 

1. Freedom to buy 
ally in world markets and thus 
reduce newsprint prices. 

2. The restoration of full- 
acale tition, thus giving 
large and small advertisers 
freedom to use the media of 
their choice. 

3. Improved works relations 
to show those engaged in the 
industry how an ending of 
restrictive practices 
crease prosperity all round. 


oe 
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Advertisers may sponsor 


Talking Points . 


next Olympics team 


HE Great Britain team for 
the 1956 Olympic Games 
to be held in Melbourne may 
be sponsored by advertisers. 
Last week-end Pepsi-Cola Ltd., 
who have both British and 
American interests, footed a bill 
for £4,000 to send a team of 
London boy boxers to New 
York. They were amateur 
boxers, and they went with the 
sanction of the Amateur Boxing 
Association. 
Now, leading lights in the 
athletics world are wondering if 


It all began in 1908 when R. S. 
Knight Lid. marketed Omo, a 
bleacher, which stood the test of 
time until 1939. Then the name 
was put into cold storage. 

John Edgington & Co., the 
exhibition stand fitters, who have 
a factory on the site of the old - 
Tilling bus depot in Lee, un- 
earthed the picture below. You 
can just see the Omo slogan by 
the horse-bus driver. 

Why Omo? Nobody can 
remember. But it is believed to 
have been adopted bécause it’s 


some generous advertisers may 
be willing to sponsor overseas 
trips by Bannister, Pirie and Co. 
Of course there could be no 
really hard _ selling. Four- 
minute milers would not be 
mitted to wear slogans on their 
vests, nor to be shown washing 
down in branded detergents. 
But, says Sandy Duncan, 
secretary of the British Empire 
Games Federation, they would 
be only too willing to be filmed 
or photographed for publicity 
purposes accepting cheques. 
Cost of sending a team to 
Melbourne? £100,000. 


HE ice-cream firms of Lyons 
and Walls both want to 
supply ice-cream at a_ civic 
reception to the Cinematograph 
Exhibitors’ Convention, in Har- 
rogate. 
Salesmanship? Not exactly. 
Both firms offer their wares free. 
As samples. 


NAME’'S THE SAME 


HEN the letters OMO went 
up on the hoardings, some 
thought the name of the new 
Hudson & Knight detergent 
sounded strange. Others said it 
had a familiar ring. 
Those who thought they had 
heard it before were right. | 


material carried the 


to write, easy to remember 

and is also a palindrome (it reads 

the same forwards or backwards). 

It is also quite easy to handle 
typographically. 

Many years ago rE 

tters O M 

so arranged that they formed the 

head of an owl. At one time it 

was considered using this as a 

trade mark, but the idea was 
never adopted. 


Brita in s 


DON’T MISS THIS 

This classified advertisement 
appeared in the Manchester 
Guardian: 

MARKET MEN.—Gent has 

clearing line in Rayon Gaber- 

dine Suits and Sports Jackets, 

also Blazers: this is a very 

good line, don't fail to miss 

this opportunity. 


NAMELESS 
HISPER not the name of 
“Smith” in Shoe Lane... . 
Hulton Press have ee a 
scheme under which people with 
that name were to get discounts 
from traders on presenting 
coupons from Picture Post. 
Traders’ organisations pro- 
tested that the plan was “tanta- 
mount to general price cutting.” 
A Hulton spokesman ex- 
plained: “We thought it would 
stimulate purchases by people 
called Smith. The idea was really 
based on American discount 
trade schemes.” 


JOB FOR PR BOYS 
UBLIC relations gets a jolt 
to the jaw in the annual 

report of the council of the 
Commonwealth Press Union. 
P.R. men, states the council, are 
becoming an “insurmountable 
barrier” between the reporter 
and the facts. 

It is evident that public rela- 
tions, like charity, must start at 
home. 


® Scottish life assurance offices 
are considering a proposal that 

a joint advertising campaign 
launched “on a 


®@The recently formed Road 
Bitumen Association is to pub- 
licise the advantages of modern 
road construction and main- 
tenance. 


® Father's Day—June 19—this 
year will have bigger-than- 
ever tie-ups with retailers and 
magazines. Several leading 
journals will run extensive spe- 
cial features linking with 
point-of-sale displays. 


@ Whitbread will attempt 
extend their sales in the B 
et Esa market by gr g over 

880 gallon tankers o beer, 


thus solving cask 


trans; 
difficulties. If the ease 


works it will be extended— 
with publicity—to other Con- 
tinental markets. 


®A United States brewer has 
t the calorific content on his 
bels. It compares favour- 
ably with skim milk and fruit 
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NORMAN LAY 


directs the Gee & Watson Photographic Studios 


THE STANDARD of Norman Lay's work has established 
him as one of the small circle of contemporary photo- 
graphers whose work is important. His camera has 
illustrated many successful national advertising campaigns 
and magazine features. 

Lay combines creative vision and sound camera-craft 
with a down-to-earth concern for the photographic 
essentials to good reproduction in print. 

Moreover, he directs a photographic team who are rich 
in ability and experience, and each one of whom is a 
specialist in his particular field. 

A telephone call to WoLpern 4787 will ensure Norman 


Lay’s personal attention to your photographic commissions. 


GEE & WATSON 


PHOTOGRAPHERS FOR FASHION AND CREATIVE ADVERTISING 


Studios at 14 Brownlow Street WC! and 102-5 Shoe Lane EC4 


HEAD OFFICES AT iii SHOE LANE LONDON FC4 TELEPHONE CENtral 6555 EIGHTEEN LINES 
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ispensable. This article which surveys the scope and value of the trade and technical press is 
H. C. O. JACKSON, managing director, “Shoe 


A‘ THE end of last year 
there were 1,452 trade, 
technical and professional 
periodicals being published. In 
addition there were 2,159 
general and specialised maga- 
zines, and 276 house magazines. 
The last figure may well be on 
the low side, but it was the 
census number at the end of 
1953. Apart from these three 
groups present day classifica- 
tion allows for another, which 
includes “Directories, Annuals, 
and Year Books,” and these 
numbered 1,001. 

The trade and technical group 
figure is significant and compares 
with 163 daily and Sunday news- 
papers, and 1,387 weekly news- 
papers. Classification is a 
difficult job, because there are 
so many border-line cases, but 
many of the 2,159 general and 
specialised magazines, if not 
truly technical, are certainly 
vocational, 


Border-line cases 


Look at the number of pub- 
lications which belong to each 
industry or profession. We are 
up against a_ difficulty here 

use there are so many 
border-line cases, and present 
classifications place some periodi- 
cals under more than one 
industry. 

As might be expected, the 
medical profession holds first 


= with some 122 publications. ° 


ginecring—admittedly a wide 
classification—-comes next with 
about 90. Then there is com- 
merce and industry-—also a wide 
classification—-with 87. Agricul- 
ture has 80; education 60; sport 
58; literary 57. Electricity and 
shipping are in the 40s. 

It would be a fair estimate to 
say that about half the trade 
and technical magazines are 
issued monthly, and most of the 
other half are quarterlies or 
weeklies. 

It is a mistake to consider 
the trade press as a backwater 
of journalism. How great a 
mistake, is shown by the tre- 
mendous advance that has been 
made since the war in the pre- 
sentation of such magazines. 
The craftsmen now employed, 
the technicians, layout men and 
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others are of unquestionably high 
calibre, and their productions 
rank close to the best of the 
“glossies,” 


A two-fold task 


Throughout the trade press, 
editorial comment has a two-fold 
job to do. It must direct atten- 
tion to and encourage interest 
in, the internal technical prob- 
lems of industry; and it must 
also watch external attitude to- 
wards industry, ensuring that 
community of purpose which is 
of such great importance when 
major external occurrences 
threaten disorganisation or dis- 


affairs is paramount. 

It is vital to an industry that 
all of its constituent members 
and partners be knowledgeable 
of each other’s day-to-day prob- 
lems, activities, developments 
and potentialities. No business 
can afford to be in ignorance of 
factors affecting basic supplies, 
or of conditions affecting its own 
customers, This information is 
even more important than that 
concerned with a rival’s doings. 

The newspapers are not a 
great deal of use in this pests 
meetings, lectures, etc., can have 
only a very limited scope, radio 
and television are governed by 
entertainment values. Jt is the 
trade and technical press, and 
only that, which gives us the 
news, views and information that 
we want, week by week, and 
month by month, about our own 
industry. Without it we should 
be working in a kind of in- 
dustrial vacuum, isolated from 
ideas and ignorant of progress; 
probably wasting our money and 
our time. 


Weekly situation report 


Here then we have the first 
executive function and duty of 
the trade press; fully and im- 
partially to present a general 
‘situation report” every week or 
month so that the whole trade 
may be informed as to what is 
going on. The efficient discharge 
of this duty calls for an ex- 


Where but in the trade press can one get such a mass of advertising matter 
relating wholly to a particular trade? That is part of 


The value of the trade and technical 
press to the advertiser 


Without the trade and technical 
progress. Few manufacturing, w 


tremely high standard, and it can 

said quite categorically that 
the staff of trade press publica- 
tions consider themselves very 
much as responsible officials of 
the industry which their papers 
serve. 

Few manufacturing, whole- 
saling or retailing concerns do 
not buy their own trade maga- 
zine; few consider it dispensable. 
Not only does the magazine give 
news and views directly related 
to the trade or industry; but it 
is the most effective channel of 
information about Board of 
Trade, Ministry of Suppiy and 
other overnment regulations 
and orders which very many 
firms might otherwise never hear 
about, since they are of little 
interest to the daily newspapers. 


Highly specialised subiects 


The trade press covers the 
whole field of highly specialised 
subjects such as management and 
sales techniques, sales promotion, 
advertising, and display and 
capital equipment. The trade 
press also has an _ important 
social function to perform in the 
reporting of various events staged 
by individual firms, sections of 
the industry, or the industry as 
a whole. 

Make no mistake about it, it 
is important to essential good- 
will, intra-industrially and be- 
tween management and workers, 
that a common recreational and 
social background be established 
and maintained. 


Where, but in the trade 
press, can one get such a con- 
centrated mass of advertising 
matter relating wholly to a 
particular trade? This adver- 
tising matter serves a double 
purpose; not only does it offer 
equipment which may be of 
mong, Ae for your own 
use, t it keeps you very 
largely up to date on what 
your competitors are doing! 
The extent of the advertising 

to be seen in trade periodicals 
is also another proof of their 
value. Advertisers use media 
that get to the greatest number 
of potential customers; the 
amount in the trade papers— 
sometimes 70 or 80 per cent of 
the pages—shows in a practical 
way the faith which manufac- 
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industry would be working in a kind of vacuum, isolated from ideas and ignorant 
ling or retailing concerns do not buy their own trade magazine and few 

based upon a speech made 
and Leather News,” at the annual conference of the National Association of Shoe 
Repair Factories. 


turers place in the importance of 
the periodical. 

An outstanding fact about the 
trade and technical press is the 
stability of its readership, by 
comparison with the more fickle 
readership of ordinary maga- 
zines. Every week or every 
month the trade magazine is 
eagerly awaited and closely read, 
and although it is looked upon 
as an authority on most matters, 
controversial statements are very 
quickly taken up in the corre- 
spondence columns. You can't 
get away with anything in a 
trade magazine!—and this in it- 
self proves how thoroughly it is 
read. 

It is looked on perhaps as a 
bit more than an “authority.” 
It is, in fact, the only medium 
through which members of a 
trade are kept up to date on the 
technical, business and, indeed, 
the social events in their trade. 
The magazine brings the club 
room atmosphere into the office. 
Take away the trade or technical 
paper from an industry and you 
leave it like a mariner without 
a compass; a shop without a 
= a bachelor without his 
club. 


Is a digest wanted? 


Be sure of this: since the 
trade press holds itself to be 
representative of an industry, 
it is that industry's most loyal 
servant for it has, and can 
have, but one goal only— 
industrial prosperity. The 
measure of the latter has a 
direct bearing on the health of 
the former. 

It is certainly a problem to 
read all the publications which 
apply to one’s job to-day. 

we perhaps need a 
digest, or summary in each trade 
periodical? Somethin that 
would give the gist of the main 
articles in a few lines, and would 
need to be supported by a 
service of reprints provided by 
the publisher. This might assist 
the busy executive who had no 
time to wade through a complete 
journal, but liked occasional 


articles applicable to his par- 
ticular circumstances, to be avail- 
able to study and subsequently 
file in an appropriate place, or 
pass on to someone else. 
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From 


Success 
to 


Success 


. Eaquine rings the bell 


The reception accorded the first ‘ appearing 
British Edition of esquire has been nothing ESQUIRE ts 
short of astonishing. The print order proved more and more 
totally inadequate and newsagents up and - ’ 
down the country have been clamouring, os 
unashamedly, for additional supplies. advertising 
Although the print order is being gradually 
stepped up, it is anticipated that there will not schedules— 
be enough copies to go round for some little time } _ . 
yet. But with the information at present vecause ESQUIRE 
available it is reasonable to assume that 
heath Gi the teaibiicies Githend for puts men in the mood 
these first issues the readership will be 
many times the circulation figure. to buy 


JULY NUMBER OUT JUNE Jf 


ADVERTISEMENT DIRECTOR: COL. ARCHIE CAMPBELL, 39 UPPER BROOK STREET, LONDON WI TEL: HYDE PARK 9521 
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Advertising Case History—51 


450 


How to advertise an 


‘impossible’ product 


OST advertisers have an 
actual commodity to sell— 
something that can be seen and 
handled by the public. It is 
unusual to find an advertising 
subject that cannot be felt, 
heard, smelt, tasted or seen ; 
that manifests itself, so to 
speak, only when it is not there. 
Less unusual, perhaps, is @ 
nationally advertised subject that 
can only be identified to the pub- 
lic through the combined and 
voluntary goodwill of several 
people in the channels of trade 
yet this, too, is uncommon. 
There were further exceptional 
obstacles. Financially, the sub- 
ject of this survey promised only 
about 8d. in turnover in a year 
from the average man in the 
street, with perhaps 2s. or 2s, 6d. 


annually from a number of 
others, but virtually nothing 
whatever from the average 


woman, except when she was the 
buyer for her menfolk. 


Despite the fact that the “ 


Funds for advertising were, 
therefore, very limited. 

Even if all these factors did 
not constitute a sufficient list of 
improbables for advertising, it 
involved costs to other people 
amounting to three, four or Ave 
times its own cost. Moreover, 
it was introduced during a slump 
in trade when everyone was look- 
ing for something cheaper, not 
dearer. 

Before being launched at all 
it had already involved thou- 
sands of pounds in research 
and plant, all of which had in 
due course to be recouped 
from these annual shillings of 
the community before any 
profit would be made. 


Finally, there was no com- 


pulsion to identify the “product” 


te ‘ 
a advertising proposition the diffi- 
t 


AND 


of Wales and 


WESTERN 
MAIL 


SOUTH WALES NEWS 


The ONLY morning paper printed 
and published in Wales, it has a 
strong influence on the sale of 
high quality goods, from industrial 
equipment to household articles. 


THE NATIONAL DAILY 


Monmouthshire 


HEAD OFFICE CARDIFF 


TEL. 33022 


Advertisement Manager, R. H. Harrison 
London Office, 176 Fleet Street, E.C.4 


Manager, George J. Studd. 


Tel. CENtral 4691 
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Why waste money on this... 


shrimkage 


wher alter 


Shruak cloth 


One of the “Rig- aw as 
mel” advertise- 
ments designed for 
consumer publica- 
tions. Advertising 
has also developed 
in export trade 
journals produced 
in this country, 
and in _ selected 
markets. 


to the public. Consequently 
some unsportsmanlike users 
took advantage of this to deny 
it identity credit. Jt was even 
used anonymously in competi- 
tion with itself. 

Altogether, it sounds an impos- 
sible advertising proposition. 
Yet despite these seemingly in- 
superable difficulties the “pro- 
duct” is used to-day by millions 
of the community and is almost 
a household word. 

The subject is “Rigmel” 
shrinkage treatment for cotton 
fabrics, invented by The Brad- 
ford Dyers’ Association Ltd. 


A familiar sight 


The “Rigmel” name can be 
seen to-day in the stocks of the 
great majority of outfitters who 
sell shirts, industrial overalls, 
school blouses, sportswear and 
washable cottons generally. It is 
a familiar sight on the neck 
labels of garments or on button 
tickets attached to them. 

How was it done? 

In the first instance it was 
done by offering free sampling 
to cloth merchants, by announc- 
ing it at a press conference, and 
by advertising in the trade press. 
Then, as many merchants shied 
at increased costs during a slump, 
demand had to be created for 
them. This was gradually 
achieved by circularisation and 
personal calls on garment makers 
to induce them to sample through 
their merchants. “Rigmel’s” 
benefits to the laundries in reduc- 
ing complaints about shrinkage 
were advertised in the laundry 
journals, and individual laundries 
were prevailed upon to distribute 
circulars to their customers. 

These activities were followed, 
after a time, by area advertising 
to the public, with the co-opera- 


when you 
can buy 
this? 


This pywna sun wos made 
up from (wo separate pieces 
of the same cotton fabric 
One was untreated agains 
the ether 
“Rigme! Shrunk. The re 
sult’ A difference of tay full 
ome wash’ No 
wonder youre more com 
toruiMe if you wear pyyamas 
made from “Rigmel™- 
Se look for 
the “Ripnet™ tubel wherever 
you stiop for eottems’ Ar 
good stores everywhere 
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tion of local retailers. Educa- 


tional calls were gradually 
extended to retailers throughout 
the country, offering them 


window display material. 
course, advertising to the public 
became general, mainly in local 
papers where local distribution 
of identified garments had to be 
traced or arranged; but the 
national press was also 

Some pers now carry 
“Rigmel” publicity. 

Advertising has also developed 
in export trade press journals 
produced in this country, and in 
selected markets. 

More recently, under the new 
Merchandise Marks Act, the 
name of a shrinking process s 
almost an essential to the retail 
buyer as the evidence he now 
requires to ensure that the cloth 
supplied to him, either in the 
piece or in garment form, is 
shrunk to the highest commercial 
standard, and that he is receiving 
the cloth at its maximum quality. 


Understanding of the new 
importance of this to their 
customers, the retailers, has 


brought many more garment 
makers into co-operation. 


Leads the world 


The result to-day is turnover 
measured by the 100 million 
yards. It has also meang the 
establishment of a branded 
British shrunk finish for 
cottons which leads the world 
for consistency and fine finish, 
and which cannot be substi- 
tuted by _ similarly-marked 
cheap goods produced by low 
wage countries. 

In to-day’s highly e ing and 
competitive conditions, 
proving a considerable protection 
in holding export trade for 
Britain. 
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Display Craft Ltd 


BRITAIN’S 
LEADING MECHANISED 
SILK SCREEN PRINTERS 


Offer an unrivalled service 
for 


CARDBOARD 
COLLAPSIBLE 


CUT-OUTS 


large stocks of cardboard 
and raw materials 
available 


88 ACRE LANE + LONDON 


BRI 7871 (4 LINES) 
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The importance of the 


Brussels fair underlines 
value of Belgian market 


Belgian market to British traders has 
been emphasised by the International Fair held in 


The Board of Trade is urging firms to consider without 


TH FACT that Belgium is 
an open market with 
almost no restrictions levied 
upon imports means that the 
available advertising media 
reaching this prosperous and 
stable community are in heavy 
demand. These include the 
press, posters, films—and inter- 
national and regional fairs. 

The recent record of the 


BELGIUM 


Brussels International Fair has 
served to underline at once 
the importance of the Belgian 
market for exporters in Britain 

high status of the 
Brussels event within the 
European merchandising context. 

This year the indoor and open 
air exhibits were spread over an 
area of 125,000 square yards, and 
4,111 Belgian and foreign firms 
exhibited their products. This 
was 64 more than last year. 
Nine foreign governments _in- 
cluding the United Kingdom had 
official national stands. This was 
the greatest number of exhibi- 
tors in the history of the show 
and the authorities had to refuse 
many applications for stand 
space. 

Companies drawn from 28 
foreign countries were  repre- 
sented and significantly, Western 
Germany provided the strongest 
foreign group with 727 firms—-17 
more than in 1953. France was 
next with 377 exhibitors (20 less 
than last year) and the U.K. had 
the third place with 318 firms 
exhibiting compared with 288 the 
year before. 

The British official stand occu- 
pied an easy-to-see position in 
the International Pavilion. Quite 
apart from providing a central 
information point about exhibi- 
tors of U.K. goods in the com- 
mercial sections of the fair and 
about trade with Belgium gener- 
ally, the stand put on show a 
display of British goods selected 
by the Council of Industrial 
Design. 

British examples predominated 
in the caravan and trailer section 
and the Board of Trade Journal 


delay their participation in the next fair. 


has reported that “considerable 
queues of interested visitors” 
were attracted. 

Although Belgium has a large 
and progressive industry of its 
own a considerable range of 
manufactured goods is imported. 
Belgians buy with care a ¥ there 
is a substantial and reliable 
demand for both consumer and 
luxury goods from abroad. 

In the opinion of the Board of 
Trade the value of exhibiting at 
the Brussels International Fair is 
even now insufficiently appreci- 
ated by many manufacturers in 
this country. The opportunities 
presented ” this event are cer- 


: Anglo-Belgian ‘ete. in 


Last year Anglo-Belgian 
trade returned to balance. 
Main points of the year’s; 
trading pattern were: 


@ Exports averaged B.Frs.+ 

9,408 million monthly com-f 
pared to B.Frs. 10,212) 
} million and B.Frs. 11,057 
million in 1952 and 1951 
respectively. Imports 
averaged B.Frs. 10,037 mil- 
lion in 1953 against B.Frs. 
10,252 million and 8.Frs. 
10,626 million in the pre- 
ceding two years. 


, @ Visible trade registered 
deficits in each month of 
1953, the average monthly 
deficit over the year being 
B.Frs. 629 million. 7 


@ December exports, at 
B.Frs. 9,874 million, regis- 
tered their second best 
month of the year. Decem-? 
ber imports have been 
page og calculated at} 

Frs. 10,591 million. 


4 @ December exports to the 
United Kingdom (£4,794,000 
t cif.) exceeded imports for 
the first time since June, 
1953. U.K. exports at 

£4,522,000 f.o.b. touched 
4 their lowest level since 
August. 


tainly not missed by many com- 
petitors who use the event to 
develop their trade not only with 
Belgium but also with the many 
countries which regularly send 
buyers to Brussels for this event. 

In view of the great popularity 
of the fair, the closing date for 


applications for stand space is 
fixed as early as December 1. 
Manufacturers in this country 
who wish to exhibit at the 1955 


There are facilities for effective kin 
industrial activity continues at a 
new oil refinery at Prben % appears on page 454. 


event, the dates of which have 
not yet been announced, should 
take a firm decision to do so at 
the earliest possible date. They 
should try to have their applica- 
tion nto the Belgian officials if 
possible by October 1. 

The population of Belgium 
stands at about 8,704,000. Cater- 
ing for this community are some 
40 daily newspapers. Thirty or 
so of these are published in 
French, 17 in Flemish, and one 
in German. All shades of politi- 
cal opinion, the country as a 
whole and the various regions 
are catered for. 

Although only a few 
publish audited figures ion 
circulation, it has been reliably 
estimated that there are two 
newspapers with an average daily 
circulation of 300,000, and nine 
with a_ circulation between 
100,000 and 200,000. Circulation 
is, of course, determined largely 


ster campaigns in Belgium where 


h level. A striking picture of the 


by the existence in the wee d 
of two official languages: Frenc 
in the southern region where the 
Walloons live, and Flemish in the 
northern provinces. The Brussels 
area is bilingual. 

The Flemish region of the 
country accounts for 50.41 per 
cent of the total population and 
the Walloon provinces for 34.34 
per cent. he Brussels area 
represents about 15.25 per cent. 

Those newspapers with large 
circulations. are sold in all 
regions. However, the bulk of 
their production goes to the 
relevant linguistic region and to 
the bilingual district of Brussels. 

It is worth remembering that 
most Brussels papers, and some 
provincials, publish regional 
editions. The main news, the 
features, stories and advertise- 
ments are the same for the whole 
circulation but some pages are 
devoted to local news. 


NEWS 
FLASHES 


FROM WORLD 
MARKETS 


E LAST word in home 

films making—everything 
needed to take and show 3-D 
colour movies with sound—is 
the first prize in Armour and 
Company's fourth annual Dash 
Dog Food “Name the Puppy” 
contest. 

Other major prizes amo no Re — 
total of 2,263, worth 
being offered include “. MG. 
sports car, live ponies, battery- 
powered sports cars and tele- 
vision § sets, 

The first prize winner will 
receive a movie camera with 
3-D lens, tripod, lights, micro- 
phone, sound recorder, 3-D pro- 
jector, screen, and even 12 pairs 
of 3-D viewing glasses. Also 
included is $1,000 worth of film 
and sound processing allowance. 

If the first prize winner does 
not wish to make films and show 
them at home, he can take 
$3,000 in cash as an alternative. 
The M.G. winner can alterna- 
tively select $2,400 in cash. 


3-D colour film equipment 
prize in US sales drive 


News of this contest is being 
released to the pubiic in full 
and half-page advertisements in 
the Sunday comic sections of 
162 newspapers this month. 

To make sure there will be 
plenty of contest entry blanks 
about, Armour is having the 
entry form printed on the re- 
verse side of the Dash Dog Food 
labels. Thus a contestant has 
his label and entry blank all in 
one. Additional entry blanks 
will be included in the news- 
paper advertisements and in 
special store displays. 

Contestants, who may submit 
as many entries as they wish, 
are asked to select a name for 
the sad-eyed puppy whose picture 
appears in the advertisements, 
entry blanks, and store display 
material. Names will be judged 
on basis of originality, unique- 
ness and suitability. 

Aimed primarily at youthful 
pet owners, this fourth “Name 
the Puppy” contest bows to the 
@ Continued on page 454 
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Oimanche 


the largest circulation 
of all the Belgian newspapers 


officially certified by ‘OFAD) 


The Belgian market consists of :— 
@ 1,200,000 Flemish-speaking households 


@ 1,000,000 French-speaking households 


430.000 oF these 


— it is 43% — 


read every week 


Dimanche 


500.060 


200.000 


WEEKLY CIRCULATION (YEARLY AVERAGE) 


Dimanche 10, rue du Quiévroy, MONS BELGIUM 
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For effective advertising in 


BELGIUM 
the daily newspaper 


VOLKSGAZET 


ensures you — large coverage over the 
whole of the Flemish 


country 


— readers in a// walks of 


life 


— a constant clientéle 
(86% newsboy deliv- 


eries) 


( 8%, news-stand sales) 
( 6%, by post) 


credite 


with a high 


purchasing power 


For all information: 


A. PRESS Ltd., 


14 DOVER STREET, LONDON, W.1 
MAYfair 8615 


SOLE OVSTAIBUTORS 


You can obtain 
effects on 
Kodatrace 
impossible with 
other types of 


tracing materials 


Prove it for yourself 
on the 
Sree 
TEST 
SAMPLE 
sent with 


this Leaflet 
on request 


H. C. STERN, CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C2 


Telephone HOL 6086 


Night scene at the Anglo-Iranian 
oil Company's Antwerp refinery. 


© NEWS FLASHES -com. 


increasing mechanical interests 
of modern youth. In previous 
contests, the top prize was a 
circus pony. 
* 


* * 

A big advertising campaign is 
being conducted by the Fresh’nd 
Aire Company, a division of 
Cory Corporation, to bring a 
new line of air conditioners to 
the attention of the public. The 
claim is that more than 50 con- 
sumer and trade publications will 
be used. A month-by-month 
sales promotion and direct mail 
campaign will reach more than 
100,000 prospective dealers 
throughout the country. 

This campaign is of interest 
to the air conditioning industry 
in the U.K., because endeavours 
are now being made to popu- 
larise room-size units. 

AB * 


A source of supply in the 
United Kingdom for turn tables 
(revolving display stands) of the 
battery type and in lots of 500 is 
sought by the Imported Deli- 
cacies Company (1.D. Company), 
Fancy Container Division, 150 
Spring Street, New York, 12, 
according to the British Consu- 
late-General at New York. 

The company concerned im- 
ports and wholesales decorative 
metal containers and also con- 


fectionery. They are considered 
a suitable connection for U.K. 
traders. 

Pakistan 


In a statement to ADveER- 
TISER’S WEEKLY, Major A. A. 
Khan, Commercial Secretary at 
the High Commission for Paki- 
stan in London, has pointed out 
that one effect of the changes 
made during the past year or so 
in import policy has been that 
machinery imported from the 
United Kingdom has assumed 
first place among imports, in- 
stead of textiles as in all other 


previous years. 


The new room air conditioner 

made by the Fresh'nd Aire Com- 

pany can be entirely hidden 
behind the curtains. 


Manufacturers in the U.K., 
Major Khan states, “can still re- 
tain their fair share in this 
market if they keep in mind two 


ngs: 

@“The emphasis in Pakistan is 
now more on machinery and 
capital equipment rather than 
consumer goods. 

® “The competition from foreign 
exporters, particularly Ger- 
many and Japan, is much 
keener. 

“Foreign manufacturers have 
not only given shorter periods 
of delivery, but have invariably 
followed a sale with technical 
advice and assistance and an 
efficient service for replacement 
of spare parts, etc.” 


El Salvador 


A survey of economic and 
commercial conditions in El 
Salvador has been published by 
the Stationery Office at Is. 6d. 
This is one of the volumes in the 
series of Overseas Economic 
Surveys issued by the Commer- 
cial Relations and Exports 
Department of the Board of 
Trade. 
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Do you want 


BELGIAN 


market ? 


of course yes, but... 


W. admit there are many problems 
facing the advertiser of consumer goods 
in this responsive and competitive market. 

In media selection, for example, very 
few newspapers and magazines publish 
audited figures; still fewer give any 
indications of distribution. 

Then again there is the acute problem 
of dual language. 

The need for fullest information, and 
for economic advertising coverage in 
two languages is well understood by the 
Libelle Group of publications. 


A campaign in itself. 


Our two weekly periodicals : “Libelle’’ 
and “Les Bonnes Nouvelles’’ are both 


ADVERTISER'S WEEKLY 


~ The Flemish and French lan- 
guages are in fact so closely 
intermingled it is impossible to 
map the areas accurately. The 
above is only an approximation, 


published in Frenchand Flemish.**Libelle”’ 
is broadly an ABC class paper ; “Les 
Bonnes Nouvelles’’ a BCD class paper. 

Used separately or in combination 
these two periodicals offer unrivalled co- 
verage amongst Belgian women throughout 
the country. 


Nothing succeeds like success 


Our circulations grow steadily; so does 
the advertising we carry. We are however 
more interested in the success of our 
advertisers than in their number. We 
gladly offer the frankest advice on whet- 
her or not our periodicals offer the 
most profitable investment for your pro- 
duct. 


Full information from E. Cooper, 25 Burlington Street, 
W.I. (Mayfair 1044) or write to Advertising Director, 
36 Rue Van Schoonbeke, Antwerp, Belgium. 
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* ADVERTISING MANAGER’S CORNER J 


Marris where art thou? 


Oft in the stilly night you may hear an agonised cry 
break from the lips of some overworked Advertising 
Manager as he tosses in his sleep. He’s having the 
Ad. Manager’s special brand of horrors, He’s 
dreaming that this old firm has gone out of business, 
and there'll be no more brilliant display designs; 
no super-quality colour printing, and no more 
original point-of-sale ideas. No more Harris! 
Well, wouldn’t it give you the willies? 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel; REGenc 3295 


The New York Times The Washington Post Diario de ta Marina 
Elite Suomen Kuvalent) Neve Zurcher Zeitung Svenska Dagbladet 
Damerne Trouw La Prensa Zig-Zag Weekend Picture Magazine The 
Hyerhmet Stockholms. Tidningen Nassau Tribune Adressavisen The Ni 
Tidende Uus: Suomm Neve Zurcher Zeitung Montreal Star Gotel 
Stockholms Tidningen Trouw Hemmets Journal The Washington ? 
Universal aeerne Aftenposten Weekend Picture Magazine Sydev 
Damene The New York Times Bergens Tidende E! Espectador Hyemmet Ne 
Port of Spain Gazette Weekend Picture Magazine Beriingske Tidende De 
Svenska bladet Farnily Herald & Weekly Star Stavanger Aftenblad 
Hyermmet Novedades Washington nt for Damerne tor 


Montre 

ago, A urcher Z enposten Elite 

Ber Mes la Marina Oi me Trouw St olm ‘ 

ti Une Olgas nd agazine Washingt y 

The Ni t > de la Marina Aftenpatte: ' 

Elite Sapen Kuvaleht: , etungipvenska Dagbladet Bai ate Ait for 
DamernTrouw La Pr Zag Weekend Pic e Aftonbladet 


Hyemmet Stockholms. T:dMien Nassau Tribune 
Tidende Uus Suom NeugJ Zurcher Zeitung 
Stockholms. Tidningen Trouw Hemmets Journal T wngton Post Svenska Dagbladet E! 
Universal Viegwereld Aftenposten Weekend Page Magazine Sydsvenska Dagbladet Alt for 
Damene The New York Times Bergens Tidende spectador Myemmet Neve Zurcher Zeitung 
Port of Spain Gazette Weekend Picture Magazine Berlingske Tidende De Spiegel Aftenposten 
Svenska Dagbladet Family Herald & Weekly Star Stavanger Aftenbled Stockholms. Tidningen 


JOSHUA B. POWERS LTD. See Gee 


ork Times Beriingske 
fBBoteborgs-Posten La ingeniersa 


* 
G. F. TOMKIN LTD! her child, oo 
your = 


sales-booster ? 


FOR COLOUR PRINTING 

ON VERTICAL MIEHLES, 

HEIDELBERGS, CYLINDERS 
AND L&M 2 REVS. 


ee - Selling, all their 


GROVE GREEN RD., LONDON, E.11 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


Could be. “Gartex” Advertising 
Balloons float in the best buying 
circles ... informing ... reminding 

{ g. long life. 
“Gartex"’ are printed to sell 
your product. For details, write: 


peabes ~tay 8 “net 
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Review of Advertising Films 


E VISIT of a grocer to 

one of the factories 
belonging to James Robertson 
& Sons, Ltd., forms the theme 
of “Pot of Gold.” 

This Kodachrome  dealer- 
relations film concentrates on 
impressing the audience with the 
laboratory-backed quality controls, 
the hygiene and care exercised in 
handling. “Golden Shred” and 
“Silver Shred” as well as the 
golliwog emblem on the top of 
every pot are uninhibitedly 
pressed home in visuals 
commentary. Perhaps the most 
important impression to be 


The packs are well displayed in 
the “Pot of Gold” film dealing 
with marmalade. 


derived from this film is the 
high degree of mechanisation in 
a modern, well-designed preserve 
factory. 

Marring the reality of the 
film is the over-dressed grocer 
(who looks rather like a City 
gent) and a housewife, who 
croons over her marmalade for 
all the world as if the “Pot of 
Gold” really did hold the pre- 
cious metal. 

Produced on 16 mm. by 
Ronald H. Riley in association 
with the “ilm Producers’ Guild, 
there is a running time of 18 
minutes. 

ok * * 
UMBLING across the Cana- 
dian prairies and over the 
railway tracks go the steel wheels 
forged in the foundries of the 
Steel Peech & Tozer branch of 
The United Steel Companies Ltd. 
Realising that Canadian railway- 
men and railwaymen in other 
continents lacking an indigenous 
railway industry can have no 
conception of how the wheels, 
fase age Sing mg es train ~ 
orged, this firm sponso 
“Steel Ride.” 


This is a simple, straight- 


How to present hygiene in 


the making of preserves 


By PAUL NUGAT 


forward account of the casting 
of — from which the wheels 
are fashioned, to their submis- 
sion to the “destruction test.” 
More is achieved in its simplicity 
than would have been the case 
had a more dramatic treatment 
been employed. Wallace Pro- 
ductions Ltd. have rested content 


The result is that the skill and 
inherited craftsmanship of steel 
ee is stamped all over the 


The commentary, spoken by 
five broadcasting personalities 
with distinct ional accents, 
adds a neat touch and so does 
the well-selected musical back- 
ground. Running time: 32 
minutes. 

* * 

N “Oxo Story—Africa,” a 

public relations film for the 
women’s organisations, Oxo Ltd. 
have told the story of their ex- 

nding African enterprise in an 
interest picture of wide appeal. 

Photographed by a staff mem- 
ber—a good amateur—in Koda- 
chrome, the audience is shown 

uences of African workers 
building reservoirs in advance of 
the stocking of a new farm with 
rime cattle; the working and 
fiving conditions of their white 
and African peepee: 
docility of wild animals on their 


A scene from the film about the 

expanding African enterprise of 

Oxo Ltd. It will create goodwill 
for the sponsors. 


own preserve, and many other 


aspects of life in Africa. 
Produced by Ronald H. Riley 

in association with the Film 

Producers’ Guild, this 20-minute. 


@ Continued on page 460 
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Don't forget 
that couple in the stalls! 


bs 6 


va 


You can see them or their like in any cinema in Britain—any day of the 


week, year in, year out. They are the regulars, the twice-a-weekers, for 


PRESBURYS SERVICE whom nothing is so attractive as a ‘night at the flicks’. They may be 


Covers the production and dis- , courting or they may be nearing their golden wedding, but they are 
play of Solus and Semi-Solus certainly potential customers. And what they see on the screen they 
Films (with no restrictions on remember. 

length or on number of visuals According to the Board of Trade, 24,888,000 people go to the pictures 


or mentions of your product) every week—surely a big enough market for any one, literally sitting and 


, > waiting to see and hear your sales story. So when planning your next 
and of the shorter Filmlet in 


campaign, don’t forget that couple in the stalls! 
cinemas throughout Britain. 
REMEMBER THESE FACTS TOO! Presburys Screen Advertising 


Service offers the advertiser the pick of Britain's Independent (i.e, non- 
PRESBURYS give you the 


best ‘run’ for your money 
in 72°. of Britain’s cinemas ; . 
the biggest group of th all! rank among Britain’s finest cinemas, regularly showing ‘first runs’ to 


crowded houses. 


PRESBURYS 


for preference 


circuit) cinemas, 3,500 out of the total 4,700 cinemas of this country. 


Many of these cinemas are ‘the only cinema in the place’, and many, too, 


Member of the Screen Advertising 
Association and of the Association 
of Specialised Film Producers. 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2, Phone: WHiItehall 3601 
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ay More viewers per £ 


if By using Magnet’s Screen 
ae Advertising service for your one- 
. minute and two-minute films, 
soa you can either effect 20°/, saving 
on on exhibition cost or obtain 


25% more cinemas 
for the same money 


Write or ‘phone now for Magnet’s 
Book of Reference listing cinemas 
and rates, and see that Magnet 
are on your next film schedule. 


‘ ® = MAGNE 
SGREL 


mii! THE MAGNET ADVERTISING COMPANY LIMITED, | 
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Calculated on 35°/, of the weekly seating . (Wustrated 
mp pabng tet Se beck of Rdurenee 
which gives individual rates for each cinema. We are now 
able to offer these low exhibition saaes Ut Ge on eaprty © 


the independent cinemas throughout the 


tT advertising 
VAVETTASING, 


RECORDER HOUSE, LONDON, N.I6. Telephone: CLissold 6991 (5 lines). 
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Le Your message is carried 
a home to the homes of 
people in Beds, Herts and 
Bucks when you use the 


| HOME COUNTIES 
- NEWSPAPERS GROUP 


ais ed Senha, «1 
on 


+o PER TRADE 
4% S/COL 5 = =MLAT 
- INCH RATE 
2s. Rate Cards for individual 

“i, ae papers on application 
ZR A.B.C, Net Sales 
3 129,729 


Represented in London by 


WILL KITCHEN, Jr, LTD. 


. ~ 131 Fleet Street, £.C.4 Central 1960 
< Head Office: 
. MANCHESTER STREET, LUTON 
Phone: Luton 5050 
Advertisement Manager: C. W. Gilder 


ili =. 
< : 2 
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SEVEN FILMS SHOWN 
AT THE B.LF. WERE 
PRODUCED BY 
STANLEY SCHOFIELD 


Are you able to show your 
overseas industries to 
your clients? 


S$ 


"phone, call or write 


STANLEY 


SCHOFIELD 


PRODUCTIONS I” 
6,748, Old Bond St. 
London W.1. 

MAY fair 4642/3 


aah = @ qroup of nine 
a influéntial «0 seal 


A.B.C. NET SALES 


116,371 


ie 

ee Associated Kent Newspa 

é LONDON :- 30, FLEET ST., E.C.4. 
+: 

* om sa 


GROw 7452-3-4 


Display Advertising Offices, 2/-22 GROSVENOR STREET, LONDON, W.!. 


a N (PWS) 


© FILM REVIEW -~cont. 


film ambles — and gently 
ferments goodwill for the 
sponsors. 

# 1 % 


HE MANNER in which the 

growing of food throughout 
the world has changed in recent 
times forms the subject of 
Anglo-lIranian’s “Changing Har- 
vest.” This is a vast subject and 
cannot adequately be treated in 
nine minutes. While the main 
concern is to show the contribu- 
tion that oil and its by-products 
have wrought on world agricul- 
ture, the only lasting impression 
made is one of skimpiness. The 
commentary says very little and 


Gathering the crop in “Changing 
Harvest.” $ 


all the phrases have been heard 
before 

The producers, Greenpark 
Productions Ltd., should surely 
not have attempted a subject of 
this scope with such a_ short 
screen time. 


ok cd 8 


N THE official British Guiana 
exhibit at the British Industries 
Fair, Earls Court, five films were 
being shown illustrating the prin- 
cipal industries of the Colony— 


; Complete ensemble | 
Hy 


& 
- a= 7) a 
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} 
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>> 
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CTRESS and singer Margaret 
Gibson, wearing the gown 
specially designed by Mattli for 
Aristoc’s new film “Design for 
Fashion,” in which the designer 
himself appears and speaks. The 
film tells the story of the design 
and fashioning of a model gown, 
with a reference to the import- 
ance of the right accessories, 
shoes, gloves and stockings. 
The film, which runs for 17 
minutes, was made by Stanley 
Schofield Productions Ltd., on 
16 mm. Kodachrome with a 
script by John Irwin (producer 
of the television feature “In the 
News”) with commentary by 
Macdonald Hobley. 


sugar, bauxite, timber, rum, etc. 
These films were produced by 
Stanley Schofield Productions 


| [LOpraise for UK 


industrial film 


TRIBUTE to British skill 
in the production of in- 
dustrial films has been paid 
by the International Labour 


| Office, Geneva. 


In a letter addressed to Inter- 
national Combustion Ltd. an 
L.L.O. official wrote about the 
film “Combustion,” produced by 
the Gaumont Specialised Film 
Unit: “I should like to stress its 
excellent technical quality and in 
addition its high educational 
value, this being especially due 
to the very good diagrams con- 
tained therein as well as to the 
excellent method of presentation 
adopted. The film will, indeed, 
be very useful to our ex- 
pe, is". 

The film traces in detail the 
progress made in recent years 
in combustion practice, particu- 


larly as =— to steam genera- 


tion Of particular value to 
technical students, “Combustion” 
aims at stimulating interest in 


Most of the power stations scenes 
were shot at Littlebrook “B” 
station, Dartford. 


the economic use of coal. 

Most of the actual scenes of 
power stations were shot at 
Littlebrook “B” station, Dart- 
ford, which has a fine efficiency 
record, 
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Sample and Circular 
Distribution 


for 1955 


MAKE YOUR BOOKINGS 


NOW! 


Our house-to-house distribution service is booked almost 
solid until November, only a few small jobs can be fitted 
in between now and then. A small amount of distribu- 

tion can be taken for November and December. 


We are already receiving provisional large scale bookings 
for 1955. If you are considering Sample Schemes in your 


1955 plans, we advise you to let us know your require- 
ments as soon: as possible. 


For those who are not fully acquainted with our house- 
to-house distribution service, we will gladly send our 
booklet which gives full details. 


CIRCULAR DISTRIBUTORS LTD 


21 LEIGH STREET, LIVERPOOL. TELEPHONE: ROYAL 8861/8 
MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. TELEPHONE: REGENT 1081! 
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ADVERTISER'S WEEKLY 


FACTS 
faithfully 
reported 


THE LEADERS in commerce and industry base their opinions, and 


their decisions, on facts faithfully reported. 


THROUGH its unrivalled news service, at home and abroad, and its 
many exclusive articles, The Times presents them with the facts. 
Through its leading articles The Times assesses the significance of 


those facts. Its correspondence columns reflect opinion. 


THE TIMES, is the most complete newspaper in the United Kingdom, 


and is read by those who take decisions. 


The world’s leading newspaper 


The Times Weekly Review Every Thursday, Price 6d. 
The Times Literary Supplement Every Friday, Price 6d. 
The Times Educational Supplement Every Friday, Price 4d. 
The Times Review of Industry First Wednesday of every month, Price 1s. 
The Times British Colonies Review Quarterly, Price 6d. 
The Times Science Review Quarterly, Price 6d. 
The Times Agriculture Review Quarterly, Price 6d. 
The Times Gardening Supplement Spring and Autumn, Price 6d. 
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TOP EXECUTIVES PRESS 


HE PHRASE “top man- 

agement” has come into 
use tardily in this country. 
In the United States it has 
been current for at least 10 
years, thanks partly to 
zestful propagation by For- 
tune. The term is a conveni- 
ent one. It conveys precisely 
the changing function of a 
very old group—the owners, 
the controllers of the business. 
Incidentally the term does not 
indicate scale. Top manage- 
ment is not confined to big 
business. It embraces the 
partners in the small family 
business, senior directors in the 
medium sized concern and the 
many responsible top execu- 
tives directing a large-scale 
organisation. 


Problems were simple 


When Samuel Oldknow opened 
his first mill (in 1782) at Ander- 
ton his problems were simple, 
if new. He had to see that his 
friend Crompton’s new spinning 
mules were correctly set up, to 
build a shed for them, to buy 
raw cotton in the best market, to 
see that his operatives learnt to 
work the “muslin wheels” 
efficiently and to secure a profit. 
It quickly appeared that Old- 
know, like so many other ener- 
a Lancashire spinners, could 

almost acyiens efficiently 
except make a profit. He was 
more artist than accountant. He 
had no accountant to help him. 
So he never knew whether his 
machines were working at a 
profit or a loss. Time and 
motion study were unknown. 
= eau were apt to diddle 


— little or no knowledge 
xtile chemistry he often 
ih cotton unsuitable for his 

urpose. Kind hearted to a 

ult, he had no medical advice 
to help him in keeping his men, 
women and children fit. Know- 
ing nothing of work study, the 
layout of his mill was fantasti- 
cally wasteful. Work that 
should have been done on one 
floor was done on four. 

Costs were low, labour plenti- 
ful, building cheap. When Old- 
know doubled the size of his 20 
by 30 ft. warehouse he built 
and equipped the extension for 
£90. He quickly found that 
London, not Manchester, was his 


best market and two of the 

ablest — then agreed to share 

most of his output. In fact they 
jumped at the chance. 

Oldknow had all the 
oblems of his business under 
is own hat. There were no 

Government inspectors, no tax 

authorities, no P.A.Y.E. or 

health services to complicate 
things. 

No one in this country had 
heard of scientific manage- 
ment, of work study, or per- 

ent, market 
aa public relations, bud- 
getary control, quality control 
or any other of the modern 
business technologies until the 
beginning of this century, 
Lucky Oldknow! 
But an enterprising publisher 
produced a paper for top man- 


The really big expansion took 
place after the last war. From 
a brilliant team including 
Graham Hutton and Aylmer 
Vallance, Layton chose Geoffrey 
Crowther as his successor. Under 
Geoffrey Crowther the circula- 
tion has risen to 50,000 and is 
now actually running at over 
51,000. Its editorial covers not 
merely finance and the stock 
market (indeed but a few pages 
are now devoted to either) but 
also the significant news of busi- 
ness, and aspects of management. 

“The greatest service I ever did 
The Economist,” Lord Layton 
once assured me, “was to find 
and train Geoffrey Crowther for 
the editorship.” To-day The 
Economist is running 80-page 
papers, apart from many bulky 
supplements. The current issue 


The remarkably swift development of a section of the nation’s 


press dealing with the problems and techniques of high level manage- 


ment are outlined here by a SPECIAL CORRESPONDENT. 


Sub- 


sequent pages give a survey of the various journals involved. 


agement relatively soon. The 
first issue of The Economist ap- 
peared in 1843. Its pages were 
concerned chiefly with the money 
market and the Stock Exchange. 
It was no accident that the most 
famous of all its editors, Walter 
Baghot, was also the author of 
the classic, Lombard Street. 

Not until 1912 did the first of 
the top management journals 
devoted to management as dis- 
tinct from finance, Business, 
appear under the then title of 
System. 

The new field of general man- 
agement proved extremely diffi- 
cult for the publishers to culti- 
vate in the earlier years of this 
century. Casualties were heavy. 
By 1920, Business had already 
taken in five weaker brethren. 
However the stronger journals 
managed to progress steadily 
between the wars. 

The great expansion in this 
field has undoubtedly taken place 
since 1939. Luckily for the 
British the field of management 
publishing attracted exception- 
ally able men. One of these, a 
Cambridge don, Walter Layton, 
left the cloisters of Trinity Col- 
- to take up the editorship of 

e Economist in 1922. The 
paper's circulation was about 
5,000. When Lord Layton re- 
signed editorship in 1938 the 
circulation had risen to 10,000, 
and its influence was immense. 


includes 16 pa on current 
literature. The ‘books reviewed 
range from. Churchill to Noél 
Coward, the subjects from econo- 
mics to the France of Louis XIV 
and children’s books.  Signifi- 
cantly 21 publishers brighten its 


pages. 

A close study of the under- 
lying economic and financial 
trends is now the first duty of 
any top manager of a business, 
This demands a statistical back- 

ound, This need is catered 

or by reliable journals: The 
Times Survey of Industry has 
taken over the accurate and 
scholarly London and Cam- 
bridge Economic Service Bulletins 
one of which is published every 
quarter; Business has scored an 
immediate success with its 12- 
page summary of economic 
trends, titled Prospect, which is 
succinctly written and clearly 
charted. 

The scope of these top man- 
agement journals continues te 
widen. Business devotes much 
space to finance, selling and 


y. 
Survey of 
Industry one is apt now to find 
an illuminating discussion of 
“Are conferences worth while,” 
or a report on the West of 
England Employers’ arrange- 
ments for training executives in 
work study at Bristol. But 


expansion in scope and enter- 


Post-war rise of a medium for 
the men who decide 


prise is general among the top 
management journals to-day. 
The Financial Times is now a 
complete industrial, as well as a 
complete financial, newspaper. 
Under Geoffrey Wincott the 
Investors’ Chronicle has doubled 
its staff and increased its pages 
from a pre-war 44 to 70. 
Editors of these papers realise 
that top management is becom- 
ing increasingly complex. Cer- 
tainly the successful executive is 
-~ 4. me man who can make two 
judgments out of three. 
The t third will be faulty. M.... to 
get two judgments right becomes 
more difficult every day. 
To-day the small manufacturer 
must think of a complex of 
factors before deciding on any 
important action. The decision 
to add an extension can only be 
made after a series of other 
decisions. Finance, building 
costs, instalment buying of plant, 
new housin accommodation, 
transport facilities, market con- 
ditions at home and in possibly 
a dozen separate foreign coun- 
tries must all be 
rimental managers can help 
ith all these decisions. But 
they cannot finall NY decide any 
one of them. o-day's chief 
executive makes a score of 
different decisions where Old- 
know had to make only one. 


Too many techniques 
can the 


By no possibili 
a executive familiar 
with all the techniques involved. 
His job is general administra- 
tion: the details he must leave 
to others. As a result the 
specialist technical journals are 
of secondary interest to him. 

The emphasis of his interest 
also changes from year to year. 
This year sales and personnel are 
the problems of top management. 
Last year cost problems were 
often uppermost. A management 
paper like Business or the Direc- 
tor changes the emphasis of its 
editorial with the changing needs 
of business leaders, Its chief 
function is to give the Oldknow 
of our day the facts he needs in 
order to make the innumerable 
day-to-day judgments required of 
him on everything from product 
design to — a from 
peers trucking 


“What wonder if so often one 
of these papers is the only 
journal one sees on the man- 
aging director's desk? 
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ADVERTISER'S WEEKLY 


More than 


12,850 (42°) 


copies of 


are sold 
every month — 


91% 


of them 
go to 


Top Executives ! 


—The Journal of Top Management 


in Industry 


caste 


———— 
——— 


* 91 % of the regular subscribers 
of ‘‘Business’’ are the leaders of British 
Industry and Commerce. 56% of them 
are Senior Departmental Heads who 
compare, select and recommend all types 
of equipment and 35% are Chairmen 
and Executive Directors—the men who 
make the final purchasing decisions. 


These are the men on whom the progress 
of British Enterprise depends, alive to 
their responsibilities, always on the look- 
out for new ideas, improved equipment. 


If you sell to British Industry and Com- 
merce, ‘Business’’ offers you the widest 
coverage, surest approach to your most 
lucrative market. 


For more Business, 
—get “Business” minded. 
BUSINESS PUBLICATIONS LTD., 
180 Fleet Street, London, E.C.4 
Telephone: CHAncery 8844 
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Top Executives Press 


Readers who make the 
big buying decisions 


Rep eens & Oe oe & 


being helped by a vigorous 


specialised press. The first article in this survey described 
the growth of this press. Here are notes on some of the dailies, 
weeklies and monthlies which serve top management. 


Y ITS nature the size of 
circulations tends not to 

be spectacularly large; but the 
readership per copy index is, in 
nearly every case, notably high. 
For example, the readership of 


| the Financial Times, as revealed 


by a recent survey, is 2.5 persons 
per copy. This gives a total 
readership of more than 162,500 
a day. The circulation at the 
end of 1953 stood at 60,453 and 
since the latter half of that year 
there has been a steady and 
continuous growth. 


Readership definition 


The claim is that this financial 
journal is read by “top manage- 
ment” and by = Se the 

ublishers mean = 

yond the ani uyer, 
sometimes even beyond the 
general manager, top business 
executives, people who sit on 
boards, who make up executive 
committees—the who 
make the im t buying 
decisions. In short, it is read 
by the men and women respon- 
sible for the running of industry: 
leading industrialists, company 
directors, businessmen and in- 
vestors, It is an over-simplifica- 
tion of the facts merely to say 
that these readers are all within 
the AB income brackets. There 
are a number of significant varia- 
tions which have to be con- 
sidered: for example, many have 
an intense industrial uying 
potential. 

Sixty years ago the Financial 
Times initiated the publication of 
company meetings, and business- 
men traditionally look in its 
columns for reports of the firms 
in which they are interested. 
Last year over 2,400 reports of 
company meetings were carried. 

Although the Financial Times 
concentrates on the business side 
of life it does more than that: 
in treating business as the source 
and inspiration of its news it is 
constantly widening the range of 
its interests. Parliamentary 
debates are closely studied for 
their impact on business, and 
foreign affairs for their effect on 
trade and commerce. 

At the end of 1953 the print 
order of the Investors’ Chronicle 
and Money Market Review was 
between 21,000 and 22,000, on 
the average nearer the latter. 
Circulation increased during 1953 
when there was a net increase of 
regular readers of 1,870. This 


upward trend is continuing. The 
publishers maintain that the cir- 
culation is more than double 
that of any competitor. 


Men of substance 


The paper is taken by many 
firms who pass it round all their 
staff and the estimate is that in 
such a way each copy is seen on 
the average by two or three 
people. Those who read it are 
stockbrokers, chairmen, directors 
and secretaries of public com- 
panies, banks and finance 
houses and private and institu- 
tional investors. Although, with- 
out a readership survey, it is 
difficult to be precise, from the 
very nature of the paper all the 
readers are men of substance. 
The publishers consider that all 
are in Class A category. About 
one-third are annual subscribers. 
Over the last 10 years the articies 
on Britain’s economic position 
and problems, aang aed those 
by Candidus, brought an 
increasing overseas sale. 

The advertisements in the 
Investors’ Chronicle are divided 
into three categories: prospec- 
tuses, company meeting reports, 
etc.; directors’ reports, company 
progress reports; and display 
advertising. 

During the past six months 
there has been a very substantial 
expansion in the net sales of 
the Stock Exchange Gazette 
although circulation figures are 
not disclosed. 

The publishers cannot estimate 
the size of readership as a 
specialist publication of this 
nature frequently passes from 
hand to hand—such as from 
director to director in a com- 
pany. An instance brought to 
the journal’s notice recently 
showed that the manager of a 
very large branch of a bank sub- 
scribed and his copies were 
passed in turn to seven important 
customers before being returned 
to him for filing and reference 
(at the end of each six months 
this bank is supplied by the 
publishers with a bound volume 
for permanent reference). Over- 
seas = (as assessed by 
pre-paid circulation) now covers 
27 countries and represents 19.5 
per cent of the net sales. 

This is a practical journal for 
directors, company executives, 
managers of pension and trustee 
funds and investors. There can 
be no doubt that all the readers 


@ Continued on page 466 
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| Is yours the odd company 


s yours the odd company out: 


i oe 


Some 1,300 Leading Companies 
use the advertisement columns of the 


STOCK EXCHANGE GAZETTE 


BECAUSE 


COMPANY CHAIRMEN know that their announcements and views on 
their particular industries will reach SHAREHOLDERS, HEAD 
EXECUTIVES, COMPANY DIRECTORS, GOVERNMENT 
OFFICIALS—in short, the people to whom their messages are 
directed. 


ISSUING HOUSES recognise the wide national appeal of this week-end 
journal to the investing public from the BIG INSTITUTIONAL 
INVESTORS to the SMALL SHAREHOLDERS whose numbers 
have so rapidly increased in recent years. 


NATIONAL ADVERTISERS know that their announcements reach the 
EXECUTIVES who control large scale buying and the investors who 
form a big potential market. 


ew ae | 6 


Rate Cards and Specimen Copies from: 


STOCK EXCHANGE GAZETTE, 
GRESHAM HOUSE, OLD BROAD STREET, LONDON 
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Challenge 


to managements 


“By 1970 at least 60% of our 
income will be derived from products 
either unheard of now or only 

in their infancy’’. 


This forecast, from one of the largest industrial 
organisations in the world, DuPont of America, 
should make all managements take stock. It isa 
sign of these hurrying times. Techniques and 
methods, even world trading conditions, are changing 
with bewildering speed. Never have managements 
needed to think and act so swiftly. 


A new breed of managers is arising. Men who know 
that the new machines of today will be out-of-date 
tomorrow. Men who will not be bogged down 

in yesterday when tomorrow arrives. 


The winners in the race will be those who have the 
right information, and have it in time. That is 
why the new type of executive takes Scope home 
to read. In its news, features, case histories, 
investigations, reports, forecasts and commentaries 
it charts the movement of events, pinpoints the 
really significant innovations. It is written so that 
those who run can read. 


If you advertise to the quick-thinking executives of 
today, Scope is an essential medium. It is read 
with respect, remembered, quoted. Its advertisements 
carry the full weight of its authority and prestige 

as a journal of information and opinion. 


For rate card and any other particulars telephone 
or write to the ADVERTISEMENT MANAGER, 


Scope 
magazine for industry 


Published by 


CREATIVE JOURNALS LIMITED 
NINE GROSVENOR STREET LONDON WI 
Telephone HY De Park 6651-6 
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MEDIA SURVEY -com. 


are men and women of substance 
with investments and with money 
to invest. 

The most significant changes 
of the past year include changes 
in format and the inclusion of 
articles designed to increase 
appeal to women—who now out- 
number men as shareholders on 
the lists of many companies. 
There is also in progress a sim- 
plification of technical matter 
and phraseology so that the 
paper can be read and appre- 
ciated by the widening section 
of the public who are now be- 
coming investors. 


Collection of testimonials 


In June the Statist will publish 
its 75th birthday number and an 
imposing collection of _ testi- 
monials from prominent figures 
in the business world will be 
carried. This journal has a 
basically institutional circulation 
—banks, insurance houses, etc.— 
with an estimated readership per 
copy running at between 12 and 
20. Many readers are found at 
the top levels of such world 
bodies as the International Bank, 
the International Monetary 
Fund, and the North Atlantic 
Treaty Organisation. Consider- 
able headway has been made 
during the past two or three 
years with University students. 

The type of articles published 
by the Statist are characterised 
by a down-to-earth approach to 
current financial affairs although 
care is taken to underscore the 
tendency to place the emphasis 
upon industrial as against finan- 
cial economics. 

The Board of Trade Journal is 
the official organ of the Board 
of Trade and is published by the 
Stationery Office. As such it is 
more or less essential reading 
for the top management of firms 
engaged in the world of trade 
and economics, 

Reports from markets abroad 
are written by diplomatic offi- 
cials on the spot, descriptions of 
trading opportunities existing in 
fairs and exhibitions abroad, 
retail statistics relevant to the 
home market—these are in- 
stances of themes that form the 
regular concern of the weekly 
Board of Trade Journal. There 
is likewise an important section 
which cites, in detail, trading 
Opportunities noted abroad and 
requests for contract tenders 
from foreign governments and 
reliable traders overseas. 

The industrial spearhead of 
The Times group of publications 
is the Review of Industry and 
this commands the same respect 
in the worlds of industry, com- 
merce, economics and finance 
as does The Times in the field 
of daily journalism. 

Published monthly, the Review 
was introduced in 1947, incor- 
porating the more specialised 
Trade and _ Engineering and 


founded on a tradition of service 
to industry. 

The editorial policy is to pro- 
vide a regular, comprehensive 
and expert survey indust 
and industrial economics in a 
their manifestations both at home 
and overseas. 

The advertisements which 
appear in the Review reflect the 
editorial character of the paper 
and may be said to represent the 
best in British industry. The 
circulation approximates to 
14,000 copies a month, of which 
some 10,000 copies are disposed 
of in Great Britain; 2,000 in 
Continental Europe; and the 
balance throughout the world, 
including the Soviet Union. The 
percentage of direct subscribers 
is high, standing at over 4,900 
(over 3,500 in Great Britain and 
over 1,400 overseas). 

Scope started in May 1942 as 
the organ of British industry's 
contribution to the war effort. 
Its proprietor and editor, John 
Michael Ryan, saw in that mas- 
sive contribution a policy for 
the magazine’s post-war expan- 
sion. Free enterprise needed a 
forthright mouthpiece. Scope 
adopted as one of its aims the 
moral rehabilitation of the busi- 
ness man and industrialist. 

That is one half of its policy. 
The other half is educational. 
Scope aims at presenting to the 
established a to the rising 
members of management a view 
of industry which can help to 
clarify their own ideas and 
stimulate a new outlook. It 
charts the trends, analyses the 
methods and processes and 
appraises the management prac- 
tices that are shaping and enlarg- 
ing industry and commerce. It 
does this with a lightness of 
touch which is still compatible 
with a sophisticated approach. 
Its editor believes that anything 
which is worth writing is worth 
making readable. 

In pictures and layout also 
Scope aims at conveying the 
vigour, technical competence and 
adventurous buoyancy that 
characterises the best industrial 
undertakings. 

Written and produced for an 
educated audience Scope circu- 
lates mainly among the directors 
and senior executives in industry 
and commerce. It claims to be 
gaining ground _ increasingly 
among higher technicians and re- 
search staff. It averages some- 
thing like 10 readers per copy. 


Coverage and circulation 


Business, The Journal of 
Management in Industry, has 
greatly extended both its cover- 
age and its circulation since the 
war. It is a member of the 
Audit Bureau of Circulations and 
now has a certified monthly net 
sale of over 12,850 copies, the 
great —— of these being 
direct subscribers. Further, a 
recent readership survey revealed 
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Things a space buyer 
should know about the 


INVESTORS’ CHRONICLE 


It has by far the largest circulation among 


the financial weeklies. 


And it carries half as much advertising again as 


its nearest competitor. 


Last year it carried the advertising of nearly 


2,000 industrial and commercial concerns. 


Company Chairmen, Directors and Secretaries 


read it, as well as Stockbrokers, Bankers, 


Finance House Executives and a host of 


investors in their private capacity. 


And a final talking point, it is only 6 years 


short of its Centenary —é@ pretty 


long record of sound management and sound 


useful opinion for its readers. 


The Advertisement Manager is George Bullock. 
Get him at MONarch 8833. 


Investors’ Chronicle House, Grocers’ Hall Court, London, E.C.2 
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Board Room decisions 
are based on 
sound knowledge of 


economic trends 


The BANKER 


is the acknowledged authority on national 
and international economic developments 
and financial policies. 

That is why more and more directors and 
executives are reading The Banker every 
month. 


Reach them when their mind is on business 


THE BANKER, R. Prentice, Advertisement Manager 
9-11 POULTRY, E.C.2 MON 8833 


Better than ever isthe 


AEROGRAPH 
A-54! 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


P isi cial artists who have tested 


these imereved Aerograph Air Brush models 
hail them enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation — plus all the 
well-known Aerograph advantages. Write for 
details to the address below (Depe. 5 AB). 


AEROGRAPH 


AIR BRUSHES 
THE INSTRUMENTS FOR FINER EFFECTS 
The Aerograph Co, Ltd., Lower Sydenham, London, S.E.26 
Tel; SY Denham 6060 (8 lines) 


City Offices and Showrooms: 47 Holborn Viaduct, London, E.C.1. 


TAs 


THE E-54 AIR BRUSH 


is similar in all respects to the 
A-54 except that it is equipped 
with a large colour cup. 
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many facts of value to industrial 
advertisers. These include 
@ 35 per cent of the sales of 
Business go to chairmen, 
partners and directors of in- 
dustrial and commercial enter- 
prises in Britain and overseas; 
@A further 56 per cent to 
top-level departmental heads. 
Thus 91 per cent of the copies 
of Business go every month to 
the men who make important 
buying decisions. The reader- 
ship is 3.37 per copy. 
Editorially, Business has a 
fixed policy—that one actual, 
ific case history is worth a 
usand general theories. Its 
aim is to present the “how” of 
achievement, to describe how the 
best firms (whether big, medium 
or small concerns) are solving 
their managerial problems. This 
editorial policy has enabled the 
journal to achieve the greatest 
net paid subscription circulation 
of any independent monthly 
business paper in this country. 


An official journal 


The latest available circulation 
figure of the Director is for April 
and stands at 9,247. The average 
for the period January-June 1953 
was 7,920. For the next six 
months it rose to 8,760. For the 
same periods in 1952 the figures 
were 6,210 and 7,072 respectively. 

The journal, which began as 
a monthly in October 1949, is 
the official journal of the 
Institute of Directors. 

Directors of public and private 
companies of all sizes comprise 
the readership and all within 
Class A. 

The kind of advertisements 
carried include industrial equip- 
ment and services, finance, office 
equipment, high-class consumer 
and luxury products, personal 
services (travel, shipping, etc.), 
and company meetings. 

The editorial policy is to give 
directors a monthly survey on 
all questions which may affect 
them, i.c., taxation, economics, 
Parliament, law, science and any 
general question which impinges 
on British business and industry. 

The circulation growth of the 
FBI Review can seen from 
the following figures: Last six 
months of 1952, 7,700; first six 
months of 1953, 7,800; last six 
months of 1953, 8,000. 

A readership survey conducted 
independently. by BETRO two 
years ago showed an average of 
four readers per copy which, on 
to-day’s circulation, gives a figure 
of about 30,000. All the cir- 
culation is at management level 
and 93 per cent of it in the top- 
most stratum. A breakdown of 
circulation by regions and in- 
dustries indicates that about four 
per cent is overseas. 

As a wholly commercial and 
industrial journal the publishers 
are not concerned with income 
groups but bo with status with- 
in firms. It has been calculated 


that a very high percentage of 
all British ye = industry is 
covered. Middlemen, merchants, 
garages or suchlike categories 
are not included. 

The journal was originally 
founded in 1916 as British In- 
dustries and was completely re- 
constituted and re-titled in April, 
1950. Over the past year adver- 
tising has shown a_ substantial 
increase and there has been a 
policy of editorial development. 

Day-to-day banking is not the 
concern of the Banker which is 
much more a magazine of 
economics and en ae 
finance. The readership 
partly among the directors ond 
senior executives of the various 
kinds of banks of this country 
and of more than 70 countries 
abroad, but also includes many 
industrialists, economists and 
senior government executives. 

This type of readership i 
Britain and abroad is valuable 
to advertisers of high quality 

and for announcements by 
nkers maintaining an inter- 
national connection. 

In the summer of last year the 
publishers of Future decided, as 
a matter of policy, to make no 
claim regarding circulation but 
to guarantee to advertisers a 
minimum print order of 10,000 
copies per issue backed by a 
printers’ certificate if advertisers 
or agents wished to have it. 

It is estimated that the reader- 
ship of this magazine for busi- 
ness ~ stands at three persons 
per cop 

Founded in 1945 as a vehicle 
designed to help British industry 
cope with its post-war problems, 
the publishers of Future placed 
much stress on make-up, design, 
typography and colour. The 
publishers claim that the maga- 
zine’s colour reproduction is 
among the 

Editorial policy is changing 
gradually. The feeling is that 
too great an emphasis has in the 
past been placed on heavy in- 
dustry and too little on im- 
portant manufacturing sectors. 


Scottish annual 


The Glasgow Herald Trade 
Review, with a circulation of 
some 20,000, is an annual publi- 
cation dealing with all aspects of 
industry, trade and-finance. The 
January, 1954, issue included 
articles on such diverse subjects 
as atomic energy, hydro elec- 
tricity, shipping, banking, in- 
dustrial development, transport, 
iron and steel, and the motor 
industry. This publication car- 
ries exclusive features on ship- 
building and marine engineering. 
There is a special section devoted 
to international shipbuilding. 

This review is read by Scot- 
tish industrialists, business execu- 
tives, managers and technicians, 
and in the last issue advertise- 
ments of 170 leading industrial 
firms appeared. These companies 
were among the most famous in 
British industry and commerce. 
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down pushchair 


Some effective publicity resulted from the activities of a P.R. news 


to promote sales 


of a new and collapsible 


perambulator. A method of making a sanitary congress local 
described. 


news is also 


T= P.R. news service pro- 
vided by John Hurd & Co. 
brought big and swift results 
for a client, Becklin Ltd., 
recently. 

As the manufacturers of 
“Pakopram,” a new pushchair 
which folds completely into a 
self-enclosed case, Becklin Ltd. 
commissioned Hurd to give the 
product a big build-up before the 
BIF opened for public showing 
of the product. 

Accordingly, a press day was 
organised with agencies, 

nationals, and Hurd’s own 
photographers taking pictures in 
the morning, followed by a 
reception for journalists in the 
afternoon. 

So quickly was the work car- 
ried out that the pictures, 
double-printed to show both 
adaptations of the product, and 
captioned go py un- 
derneath to help busy picture 
editors, were in Fleet Street two 


hours after the last negative had 
been shot. 

A three-picture piece appeared 
on the front page of the Evening 
News in the mid-afternoon, and 
a wide variety of pictures was 
available for those at recep- 
tion that day. The next day, 
Pathé Pictorial film cameramen 
shot a five-minute feature on the 


! 

' 
A NOVEL method of pub- 
licising the Royal Sanitary 
Institute Congress, held re- 
cently at Scarborough and 
attended by over 2,000 dele- 
gates from all parts of the 
country, was adopted by its 
press officer, Lyster Robinson. 
He decided that, apart from 
national coverage, local news- 
papers throughout the country 


This “before” and ‘after’ 
was used by John Hurd 


would like to have particulars 
of their local delegates. Accord- 
ingly he had a special postcard 
printed in a bright shade of 
yellow—so that it should stand 
out from the other conference 
papers. Already stamped, these 
postcards gave brief details about 
the congress and left a suitable 
space for delegates to fill in 
their name, their official position 
and the authority represented. 
They were then invited to fill in 
the name and address of their 
local paper, and hand the card 
back to the congress head- 
quarters for posting. 

“A very large number of the 
delegates filled in. the cards,” 
Mr. Robinson has reported, 


ADVERTISER'S WEEKLY 


icture sequence together with caption 
Co., 


in publicising the “Pakopram.” 


“and we have gained some 
excellent publicity as a result.” 

The Wolverham a — 
and Star described th 


EPRESENTATIVES of 
national advertisers were 
among the continuous flow of 
visitors to see over the new show- 
a of Advertising Novelties 
td. 

The reception lasted two days 
(and well into the evenings) and 
while the accent was on hospi- 
tality the wide display of adver- 
tising gifts gave rise to consider- 
able business. 


It's a good job 
we asked him 


Catalogue, showcard, 
leaflet or packaging 


as long as its production 


involves the use of 


along! 


some kind of paper or board, 
you will find it pays to call in 


Spicers Paper Consultant 


at the planning stage 


Speak to Wiiaars 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 
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Packaging Survey 


Anour 23 million gross of 
glass containers are now 
oduced annually in Great 
ritain; this figure testifies to 
the great popularity of glass 
packs for a wide range of 
products. 

Glass has excellent properties 
as a packaging oak display 
medium. It is smooth and 
therefore provides no hold for 
mould growth. Moreover this 
smoothness makes glass con- 
tainers particularly pleasant to 
handle and gives them a bi 
advantage over other types o 
containers. Glass may be pro- 
duced in a wide range of attrac- 
tive colours, and lettering ma 
be either embossed or recessed. 


Inspecting the product 

An increasing preference is 
being shown by the public for 
the inspection of a product— 
oa 4 if it is a foodstuff— 

ore buying it. A _ product, 
when it is first launched on the 
market, will probably break 
down consumer prejudice 
quicker if it is ae = in a 
transparent rather than an 
opaque container, 

For self service stores, a pack 
which presents an attractive pic- 
ture of its contents on the label 
or carton is usually considered 
im tive, But, however skil- 

printed or designed they 


Glass containers boost 
sales of new food products 


By J. EVANS, specialist in the packaging of processed foods 


may be, such illustrations often 
do not have the same “appetite 
appeal” as a row of hottles or 


i full vi of the 
A Ro 
inseparable association 


Some products, such as jam 
and milk, and certain proprietary 
goods such as Bovril, have been 
marketed in bottles or jars of 
particular shapes for so long 
that pack and product have 
become inseparably associated in 
the mind of the consumer. 

Although many fancy shapes 
of glass containers are made— 
particularly for the cosmetics 
industry—they may be classified 
broadly into two groups: those 
with narrow necks for liquid 
products (to facilitate pouring) 
and those with wide necks for 
solid products, 

Glass packs often have very 
large labels fixed to them. This 
is unfortunate because their con- 
tents are thus almost entirely 
obscured and only a narrow 
strip of glass is left uncovered 
through which the contents may 
be viewed. This is an example 
of bad packaging which is all 
too frequent. 

The colours of the labels and 
caps of glass containers play an 
important part in bringing out 
the best qualities of a product. 
The pickle jar labels designed 


These cordial and 
squash bottles 
designed by the 
Design Research 
Unit for Kearley 
& Tonge Ltd. are 
particularly eye- 
catching. They 
readily attract 
attention when dis- 
played in self ser- 
vice stores, for 
which they were 
primarily designed. 


An excellent ex- 

ample of how suc- 

cessful label design 

can enhance the 

natural display 

qualities of a pro- 
duct. 


by Richard Lonsdale-Hands 
Associates for the products of 
Macks (Walsall) Limited, and 
shown in the accompanying 
photograph, are an _ excellent 
example of how successful label 
design can enhance the natural 
display eo of a product. 
The black and red colouring 
of the “piccalilli” label helps to 
stress the dense yellow of the 
product showing through the 
ass; on the other hand, the 
rk green and black colour 
combination of the “silverskin 
onion” label offsets the whiteness 
of the onions. The crystal-like 
qualities of the “red cabbage” 
are emphasised particularly well 
by the magenta and black label 
carried by the jar. Although 
these labels are large and carry 
the name of the manufacturers 
and the brand name prominently, 
they leave a large area of the 
pack uncovered, thus making 
possible a good view of the 
product. Different coloured caps 
are used for each of the different 
brands to facilitate  casy 
identification. 


This . container for yogurt is 


PICKLED 
wacnurTs 


Very attractive counter dis- 
plays can be built up by stack- 
ing a number of jars and bottles. 
Showcards can also be used 
effectively to encourage impulse 


sales of goods in glass con- 
tainers. e€ most effective are 
those that can be attached to 
the container itself. Some excel- 
lent examples of such showcards 
are shown in the page 472 
illustration of products from 
H.P. Sauce Ltd.; both the packs 
and showcards were designed by 
Richard Lonsdale-Hands Asso- 
ciates. 

The display unit for the 
tomato ketchup on the top left 
hand corner of the photograph 
has a pale green recess in the 
centre. This colour forms a 
very attractive background for 
the tomato-coloured product, 
making it more conspicuous to 
the shopper and at the same 
time adding considerable 
“appetite appeal.” A _ smaller 
“crowner” for the ketchup 


@ Continued on page 472 


more than merely attractive in 


appearance. The neck is sufficiently wide to enable a dessert spoon 
to be inserted. Utility and appearance have been given equal 
consideration. 
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with your problems in Display. 
Experience does count and we have over thirty 
years of point of sale advertising knowledge 
to offer. But we are up to the minute with 
new materials — new ideas — new presentation. *.. 


ADVERTISER'S WEEKLY 


Fy 


The public respond to good advertising 
display — our clients are proving it daily. _.- 
Try us out with your next screen-printing 
order - our work is unsurpassed’ in quality 

and our prices rey 


This display, screen-printed in seven colours, was 
produced in quantity for B.O.A.C. from their drawings. 
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New containers 
for old nightcap 


IRST introduced in 

Victoria’s time, Benger’s 
Food is now being put out in 
a new tin specially designed for 
counter appeal. 

The new desi has come 
about as a gradual evolution 
from the original pack and 
carries a new selling point—the 
use of Benger’s as a nightcap. 
The lid is printed with the words 
“Take Benger’s Food as 4 Night- 
cap” and a centre-piece of a cup 
and saucer, 

This is the fourth main use for 
Benger’s. The others are for 
infants, for invalids and convales- 
cent diet, and for the feeding of 
elderly folk. 


The Tide pack has been re- 

designed, The new version (right) 

contains considerably more white 
to give maximum impact. 


OveR THE past four years 
Richard Lonsdale-Hands Associ- 
ates have been carrying out a 
series of design operations with 


A new tin has been 
designed for Ben- 
ger's Food with a 
view to enhancing 
counter appeal. A 
new selling point 
is the use of the 
product as a night- 
cap. 


their clients Thomas Hedley & 
Co., Ltd., with a view to improv- 
ing the Tide package. The latest 
version is now in the shops. 
All the changes have been 
applied without changing the 
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basic colour scheme of blue, red 
and orange. Considerably more 
white has, however, been intro- 
duced and the word “Tide” has 
been re-styled to give maximum 
impact and legibility. 


© GLASS CONTAINERS BOOST SALES -continuea 


pestion is shown on the front 
eit. 

The pickle jar in the centre 
has a red cap and label while 
the branding is reproduced in 
dark and light blue. The display 
unit. is coloured cream to em- 
phasise both the colour of the 
product and the design. The 
sauce-bottle displays on the right 
are in a bold, bright red and 
ensure that the product cannot 
be missed on the counter. The 
“crowner” for the sauce bottle 
has a blue coloured price arrow. 

The “war” among the soft 
drink manufacturers has resulted 
in a variety of new designs of 
bottles and labels. The cordial 
and squash bottles designed by 
the Design Research Unit for 
Kearley & Tonge Limited, how- 
ever, are particularly eye-catch- 
ing. These long, graceful and 
tapering bottles are unusual both 
in shape and appearance and 
readily attract attention to them- 
selves in self service stores, for 
which they were primarily 
designed. 

The container for yogurt 
made by the Express Dairy Co., 
Ltd., is more than merely attrac- 
tive in appearance. The neck is 


— 


ke * Sie 

Effective displays can be built up 
with jars and bottles by attach- 
ing showcards to the containers 
themselves. 


sufficiently wide to enable a 
dessert spoon to be inserted— 
an excellent example of a glass 
container where both utility and 
good appearance have 

given equal consideration. 


Collecting box for Historic 
Churches Preservation Trust 


For ordinary boxes 


ordinary boxes . 


. +. for extra- 


. . from cartons by 


the million tothe replica of achurch 


. . you cannot do better than 


rely on the skill and experience of 


THE PACKAGING SPECIALISTS 


al 


JOHNS, SON & WATTS LIMITED 
2-4 EPWORTH STREET, LONDON, E.C.2 
MONarch 7408 


i Saints eR » 7 Saran 9 Ae a 
Sees © 3. -— es 
£ Ren ‘ 
ae 472 PS 
Bee 
Pe ts 
Meds er *- P om 

: Ofna A 
tae 7 — y 
ah et = ’ oe f® | 
9: 7 Pas Ya f . 4 Gbiey Eat et ok. 

oe) . 4 * \ -_ . = q 
va fe Sie ee — | 
" ee ee 7 
crs. ; x Get. attr : , 
: Te HPS HP) 
“i ' 2 we) ’ 
a, * i bs > | a ae ‘ 
me = ns ee =a \ j mah ee : — 
neha o a = <a 
F mee few on Padme Ae 
oe ie 
a 3 . . 
a : | 
+s ' 2 
he Sarg ae 
ae Sere, nt 
: a” 
a - \ h, 
to ¥ 4 
“aps | ‘ 
« , \ . 
a " E> \ - i 
ae Si at 
: os” ms 3 ~~ F f 
s Sia if ‘. Y 
_ 
. ‘ aye : : 
a . 3 gee eei ne Riesrns 1 Rae 
“ss 7 £ ae Mea 4 eet aaa 
; | & 2 ‘f 
“4 Pm Si Se ited 
ys ee a ee 
ayes 
Po 
out 
gi Pte ee 
: oo * ty ~t3 0 
Be ey. + a 4 _' : 
mi : ‘ pe oe ‘\ 
.) » — 
4 ae a of 
fe) em oes “ay “ a ae { } 
Binet: ‘ . 
a 5, Ee > 
Pt i) Pe * 
4 ~. * a } 
4 , 
ia —= af tb 
aa A eee 
oe ~ es 
F oe {ae Bae s ; . >. seed Sis 4 
be ! Poo v > tat Se e o 4 ” rs 
i] ; sa _- ~ gira oe 2 ia yyy 
a: — + 3 | ae es 
Wi if aS J . fa . > — 
yes a : r Q — paies at A’ > % 7 4 ee 
« eae . 4 ‘a ot Bee 
Ye ae ae aes mem 
ag tk . ea ¥ ? - Pi ‘ «gels 
is | = . ia oie a re id 
* we tb Se , wy Ph ae OM Se i en /. A x 
Pa i. & >. fh « ‘ 7. A i i ‘ts a aie ‘ ® 4 * 
x er y n 7+ Je aa SAMA ae : 
a Toe) ge OE ee 
ice wee i”. i 4 ye he Se as ee le aes my 
" 4 { ee ; _ 4 io “ : 
x aa |} ? ae ard eee ~~ ete 
: i - —s bn eee or " 
es ” » it, . (aes ar | athe - a . & 
ar : a "j Lt i a Te i. a e : ‘an “Janet ~ . 
he M hee " ¢ ~ ‘ _ Bhi. af: BA: ew ee a4 P , 
q ee! >» mM, : ss a “ eee } 
vs ; Ey es Ro 3.2 ' al em oe ; “ 4 gf. Saar, ‘ 
. er 5 : ee a Ne 
fi - ¥ * % ¢ od ae eh 
>t . 
aa 
1 Panton 
oa. 
A eae : : : Ei, 
ie t ‘ bs ik il Sid Saeed Ar > Se i ; Ais y ie a eee.) ‘ |S A isha, ee £ i 
a i i 2 Pi eo ' ie ia ie ie pate of Sex doc a a ry 
fae, ‘ <. % an tas 3 so ie E yt Ai > Laie ae a wh hay 
i ae ae Se tas a eee ee on a Seo tae 


May 27, 1954 


x Exhibition stands at ‘the BIF ia 


VIEW of the Ronson exhibit, designed by W. M. de Majo, at the 
British Industries Fair. Along the front of the stand, set into 
a mahogany and sycamore showcase, were five miniature model 
rooms by George Skilly, showing Ronson Lighters for the home in 
appropriate settings. A vertical feature carried at table height a 
number of velvet-covered display shelves. 


WIDE variety of packages and packaging accessories were 
displayed by the Metal Box Company Ltd. on their stand at 


A 


the British Industries Fair, Olympia. 


Particular prominence was 
given to flexible packages, 


special containers in foil and film 


laminations and plastic caps and closures. 


HE ROYAL Tour and the world-wide trading of Raphael Tuck 


and Sons Ltd., combined to form the theme of their stand. 
A large globe showed the route of-the tour and a comprehensive 
display of the firm's productions was shown—including 1954 Christ- 
mas cards and next year's calendars. Among other new lines were 
the larger local view postcards styled “continental size.” 
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TRAPINEX 


FOR TRANSFERS 


Service 
and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
BRIXTON 2057-8 


Selling tomen.. 


. of taste and discrimination, who are 
interested in their appearance and command 
the means to gratify their needs, means 
that MAN ABOUT TOWN becomes a 
must on the schedules of clients producing 
for this market. The next issue, to be . 
published Nov. 19, closes for Press Sept. 1. 


THE MAGAZINE FOR THE WELL-DRESSED MAN 
PUBLISHED QUARTERLY. 


Advertisement Director : Keith Fraser 


“TAILOR & CUTTER” HOUSE, 42-44 GERRARD STREET, Wi. 
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CAN ADVISE ON 
SELLING TO 
THE ARABS 


"THE ARAB territories are full of 
opportunities for the British ex- 
porter who wishes to use commercial 
radio for his medium. There are 
also not a 

_ few _ pitfalls. 

To advertisers 


dially recom- 
mend a talk 
with Kamel 
C os tandi, 
London pro- 
gramme 
~~" 


of ag, 


he 

name for the Near East Broadcast- 
ing Station, of which C, Anstice 
nm, formerly director of the 
Institute of Incorporated Practi- 
tioners in Advertising, is legal 
adviser with, as the advertisement 
manager, C. J, Morny, who was 

his chief assistant at the L.1.P.A. 
Mr. Costandi, leasant young 
Palestinian Arab with a good sense 
humour, has been brought over 
here specially to advise on the pro- 


ramme side. His enthusiasm for 
is job has even carried him to the 
lengths of writing free translations 
and free spots for his shows. Since 
he joined Sharq Al Adna 10 years 
ago he has graduated from the 
music section, via administration, 
to broadcasting, producing, and 
supervising the drama _ section. 

it comes to knowing what 
should be done, or whom to get 
to do it, when broadcasting to 
Lebanon, Syria, Jordan, Iraq, 
Kuwait, Bahrein, Saudi Arabia, 
Sudan, Egypt, and Libya, Mr. 
Costandi knows probably more than 
anybody else in this country. 

* * * 


FAMILIAR throughout Britain 
this month will be the face of a 
Yorkshireman, Kenneth Bigland, 
who is featured in a new nation- 
wide advertising campaign for John 
Collier, the multiple fitm formerly 
known as the Fifty Shilling Tailors. 
Mr. Bigland is responsible for the 
quality, control of cloth bought by 
ollier’s. At his laboratories, at 
the Kirkstall Road, Leeds, factory, 
is a remarkable machine called a 
fugitometer which popsotuess 
climatic conditions in all rts 
the world to test fastness o' Kt. 
He feels that he is really entitled 
to oe the “What's My Line?” 
panel, since one of his jobs is 
manager of the “‘perching” depart- 
ment. Perching is the trade term 
for the close inspection given to all 
cloth before being made up into 


SOUTH EASTERN 


GAZETTE 


CHATHAM 


OBSERVER 


_c Head Office: MAIDSTONE 5588 London: 60, FLEET ST. Central ee | 


FIRST TO ENTER 
JERUSALEM 


J ust appointed to assist his 
father as trade resentative in 
Australia and New land for the 
United Society for Christian Litera- 
ture and the Lutterworth Press, 

Morgan becomes the fourth 
generation of the family to serve 
the Society. 

Arnold, sales manager of 
Lutterworth Press, tells me that 
“young John” is song A pulling 
his weight. “I remember his grand- 
father as forceful and tenacious in 
business, but friend! | warm- 
hearted away from office,” he 
said. “Last year his father set up 
record sales for our 
Australia and New Zealand. ‘He 
has a big demand for religious 
works and children’s books, and to 
meet his orders for our series of 
Picture Stories of Jesus we pub- 
wa a special edition for Australia 
and New Zealand.” 
Incidentally, Mr. Arnold 

been with the Society since id 
except during the first world war, 
when he was wounded in 
Turkish campaign and was the first 
British soldier to enter Jerusalem. 


Photographers not 
so tough 


UNLEss | badly miss my guess 
we are going to see this face quite 
a bit in advertisements and fashion 
magazine illustrations before long. 
Its attractive 
owner is 
Miss 
Hollyer 
daughter o 
H 


lyer, publicity 
manager 

Torquay. To 
my mind she 
looks not un- 
like Vivien 
Leigh. Dur- 
ing the 16 
months she 
has been 
modelling in 
London, Miss 


been increasing] 
pictures in w 
pe 
uired. os ek” he 
Ine of things ve 
surprised her was that photo- 
graphers, reputedly “tough,” 
in fact, very considerate. It doesn’t 
surprise me; if I were a photo- 
grapher I also would be considerate 
to Miss Hollyer. 


Conde Nast winners 


At the Condé Nast Golf Competi- 
tion at Richmond Golf Club, Sad. 
brook Park: the winner, A. 
(right), sales manager, Vogue Pat- 
tern Service, and the runner-up, 

w Condé Nast advertise- 
ment representative for Yorkshire. 


Pictured at the Tie Week 
reception v3 4 4 right) 


F. 

Hag Melee Lid., 

who handle the Tie Week pub- 
—— ("The 


and J. O. 
Star’ 


* * * 


SSEVERAL Fleet Street journalists 
are this week wearing new maroon 
ties. Diagonal stripes carry what 
at first glance appear to be hiero- 
hics. But if you look — ~ 
their shoulders while - F~ 
glancing in a mirror you will find 
that they will beat a rather embar- 
rassed hasty retreat. The “Hiero- 
glyphics” when reversed spell out 
the magic slogan “A new tie is a 
tonic.’ 
The ties were issued at a press 
party at the Falstaff in Fleet Street 
week to announce details of 
Tie Week to be held this year from 
June 12-19. Strode 
organised the party. 


Historic sales 
promotion 


FROM Claude Reed, of G. 
Street & Co., Ltd., I have received 
an historic piece of sales promotion 
which showed that what they 
lacked in technique in the good old 
days, they made up for in ideas. 
It was put out by Benetfink & 

Fox, an ironmongery firm 
used to be situated at 89 and 90 
Cheapside, London. It consists of 
_* reprint of io Times published 
tober 3, 1798, containing an 
Nelson’ s Victory the 
the Admiral’s own dis- 

er” 


On the mar, of the four page 
paper are ~ > Benetfink’s ad- 
vertisements, one of which offers a 
large stock of “baths — every 
description, at prices which render 
ee available to all classes” with 
the slogan “Use a bath and pre- 
serve your health! * 
The advertisements in the 
itself deserve a passing 
of them offered a reward for in- 
formation leading to the capture 
of a ye r= who “presented 
a horse pistol,” demanded the mail, 
and “declined” half-a-guinea offered 


in lieu! 
Contact 


WEEK'S WISECRACK 


~ 


“We are asking Professor 
Picard to advise us on 
depth research.” 
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HOW! 


HOW? dunno—but U.D.M.S.—him 
get mail direct anywhere— | 


| 
| 
| 


Enquiries invited. 
Phone TERminus 528/ 
(Private Branch Exchange) 


80-82 Cromer Street, Gray's Inn Road, London, W.C.! 
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GODBOLDS 


To meet 
continued expansion 


GODBOLDS 
require 
Senior 


ACCOUNT 
EXECUTIVE 


A man of good education and agency 
experience of modern food advertising. 
A man who has been used not only to 
discussing advertising proposals but get- 
ting on with them. A man who can 
initiate schemes and supervise the details 
as well 


Write, in confidence, giving full 
details of age, previous experience 


and salary required to: 
Managing Director, 


UNIVERSAL DIRECT MAIL SERVICES LIMITED GODBOLDS LTD., GENERAL BLDGS. ALDWYCH, W.C.2 
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JUNE 12 


will be very important because it’s the 
date of the 


NEWSAGENTS’ CONFERENCE 


NUMBER OF THE 


NATIONAL NEWSAGENT 


Increased Size and Circulation — No I 


Send for details and rate card 
149, FLEET STREET, E.C.4 == 227 
Tel. CITy 2604 (5 lines) 
© By far the largest net sales in the trade @ 


in Rates 


OF CME UL AN Om 


MANUPA 


ITS INFLUENC 
EMMOT Tr a 7 


TENDS FAR BEYOND 
Office . ‘ r ING 
enbee 
Z MAMBERS, Temp; AVECLHESTER ; 
Eéc 


- BRITISH ist es 


AVEN 


T™™7 


ye ys ANY Slog 
(Sm sal a 
SILK SCREEN ARTS L& 


97 SHIRLEY ROAD. CROYOON 
AODOIScCOmBE 3147-8 


HIGHEST GRADE 
CLEAN + SHARP 
RAFI SMANSHIF 


“DAY-GLO” PRINTERS 


SPELDY SERVICE 
\ EXPRESS Z 
DELIVERY 


Ulster’s leading farming publication 


“FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 


Union) 
dB A.B.C. figures 
july to Dec. 1953 


wor sams 26,302 


OF CINCULATION® 


PADDINGTON 
ADVERTISING 
COMPANY 


SPRING STREET w.2. 


Giants? 


Photographic enlargements 
the | mony more or than Gate 


hilieps tieiee th. W.13 Ealing 2691 


‘AUTOTYPE- (eral 


| ah a 


| 


ASSOCIATED ARTCRAFTS LTD. 
36 NORTH RD., YORK WAY, LONDON, N.7 
* NORTH 3327-8 * 


Better citizens 
by propaganda 


The benefits which a Depart- 
ment of Propaganda could 

rovide for a nation were out- 
ined by John W. Tate, man- 
aging director, Arks Ltd., address- 
ing the second Irish Advertising 
Conference at Galway. 

“I feel that our Governments 
in the free world are, naturally, 
apprehensive of the dangers of 
such a Department,” he ad- 
mitted. 

“Any party in power for a 
long period might decide to 
Stimulate the growth of ideas 
specially favourable to itself, or 
to some pet idea of its own, and 
a wrong idea firmly planted in 
the public mind would reflect 
itself in future elections and in 
the general conduct of citizens 
and would be most difficult to 
eradicate. 

“Further constitutional 
guards might be needed to 

rotect the community from the 

Sigerterent that should be serv- 
ing it. It would not take a 
political party with a _ strong 
creed very long to realise that 
skilled propagandists can grow 
ideas more easily, perhaps, than 
wheat or beet can be grown. 

“My own feeling is that this 
danger is not so great as it may 
seem to 

“I do not really believe that 
any political party could get 
away with an immense appro- 
priation of public money for 
propaganda tinged with party 
interests. 

“I feel sure that any step over 
the mark would produce a storm 
of protest from press and pub- 
lic, and I have sufficient faith in 
the press of our own country, 
and in countries such as America 
and Britain and the Dominions, 


WHEN TOP-LEVEL DECIJIONS have 
been made about what, why, when 
and where to advertise, someone has to 
figure out the angles and create the 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 


SCREEN PRINTED TO ORDER 


MODERN PUBLICITY SERVICE 
28 PRIESTS BRIDGE, 
RICHMOND R 


OAD, $.W.14 
PROspect 6097. DAYGLO PRINTERS 


dv @ idee. And sometimes, 
the presentation of a complete campaign 
is fathered by one lone individual. 


ADVERTISING PRESENTATION 


(the first of a@ series appearing fortnightly. 
“et Watch the theme build up.) “a 


satisfied that even the 
RD of large amounts of 
revenue from the Department of 
Propaganda would not muzzle 
them in the execution of what 
they deem to be their duty. 

“I can see that a Department 
of Propaganda is a definite need 
in democratic countries, I feel 
that to do nothing about it 
because there are difficulties is 
a weak evasion of an opportunity 
to harness this enormous force 
in the service of the public.” 

Mr. Tate mentioned com- 
munity advertising and cam- 
paigns for good citizenship in 
America. 

“If we tell our people often 
enough, by the written and 


CONFERENCE CAMEOS 


Frank Padbury and Peter 
Rackow, both amateur ciné en- 
thusias's, made an 8 mm. film of 
the Conference. 

Walter Mahon Smith (The 
Standard) organised an_ exhibi- 
tion of photostats of pages froin 
Galway newspapers from 1828 
to the sent day in the foyer 
to the Eon ference Chamber. 

Delegates from Britain were 
presented with a replica of the 
Arms of Connaught—of which 
province Galway is the capital. 


spoken word, that they are an 
honest people, and a_ clean 
people, and a trustworthy people 
—that if we tell them often 
enough that an Irishman’s word 
is his bond and so on—they will 
most definitely tend to become 
what we suggest to them they 
are,” he added. 

“Give a comparatively few 
years of the same energetic and 
enthusiastic presentation that is 
given to a large commercial ad- 
vertising appropriation, and more 
and more people will believe 
that these are their own ideas, 
and will act on them as if they 
were their very own inspiration. 

“[ am not suggesting that mere 
propaganda can supersede edu- 
cation, but I do say that it can 
quite definitely make people want 
to be educated. It can suggest 
to the youth of this country 
that they are an intelligent race 
of people, delighting in educa- 
tion and eager for it. 

“It can make education appear 
romantic and wonderful and in 
every way desirable and some- 
thing to be proud of. It can 
affect masses of people in this 
country who are, at present, not 
accepting this better view of 
themselves and of their approach 
to life, It can take these people 
and help them to behave with 
good manners and good citizen- 
ship. 
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Motor factors who sell travelling 
rugs made by Tweedvale Woollicns 


Ltd., London, have been invited 
to send representatives to a three- 
day course in planned salesmanship 
by Sales Promotion (Leicester). 
+ * * 
Motor Cycling are organis- 
ing special excursion trains to enable 
fr readers to attend the senior 
T.T. race in the Isle of Man on 
Friday, June 18. 
* * * 


The newly formed cricket team 
of the Reader's Digest beat the 
J. Walter Thompson Co., by 49 
runs to 46 on Sunday. 

* * * 

An examination of candidates for 
a scholarship from the Howard 
Hazell Scholarship Fund will 
held by the British Federation 
Master Printers on Friday, June 25. 


Hair-do 


The John Murphy Organisation 
handle the public relations for hair- 
dresser Barry Woolf, who is bein 
featured in a Hair Beauty School 
conducted by the Daily 


QF 


given by Hans Schleger, who spoke 
on “Visual Communications.” 
7 * 
Gavin Astor, a 


tural Society and of The 


.N.V.R., which was 
aoolished this week, was handled 
by Magazine Advertising Ltd. 


Frozen asset 


Grimsby Frozen Products Ltd., 
makers of Eskimo brand frozen 
fish, are holding an “Eskimo Fort- 
night" at Selfri ’ 

* i * 

An increase of £27,157 on the 
previous year's advertisement 
revenue was announced in the cur- 
rent —} - r “| of at Co- 
operative Press ¥ year’s 
total was £136,981. 

* * oe 

Walter Judd Ltd. are relinquish- 
ing representation in “oat Britain 
of South African Engineer and 
South African Electrical Review 
and all advertising negotiations will 
be handled by South African 
Morning Newspapers Ltd. 


New ink gives 
H-bomb ‘glare’ 


A Daily Herald double-crown 
poster this week was the first to 
make use of the new fluorescent 
ink, manufactured by Dane & Son 
Ltd., for letterpress printing. It 
was to announce Liddell Hart's 
articles on the H-Bomb and 7 
strategy. The glare of the H-Bom 
explosion was achieved by printing 
in black from a coarse screen bl 
over a fluorescent red background. 
The poster, printed by H. Clarke & 


Co. (London), Ltd., was planned 
by Odhams Sales Promotion & 


ad oa oo 
rel Press, of Stratford- 
po von, will in July publish 
t first issue of a_ sixpenny 
monthly - Conference News, to 
interest le who organise or 
offer facilities at conferences. First 
t order will be for at least 
,000, mostly to subscribers. oe 
page (9} e = by 14 gr oO 


The pare wen of 
Ceylon Ltd. have publi new 
monthly, Jana, “the news nen =e 
of resurgent Asia one Afri 
First (May) issue, of pares 
numbers B.O.A.C., AleConton n 
a number of banks among its 
advertisers. 


oa ca ok 
After 20 years of continuous 
ay ay oe iT Top 
to incorporate Jingles op 
in T.V. Cue an Os See wok. 
* 
The National * Magazine Com- 
y’s second (Summer) issue of 
Homse out on June 10 
is increased to 76 pages with a full 
colour letterpressed cover. 
issue is backed by extensive national 
and a — aes. 


World Sports ee published the 
1954 edition of the International 
Athletics Annual. 


Auction by post 


A postal auction is to be con 
ducted by the News Chronicle fo for 
readers in the northern circulation 
area. Starting on June 14 readers 
will for one fortnight be able to 
make bids by postcard for articles 
iven by stage and screen stars. 

auction is in aid of the Variety 
Artistes’ Benevolent Fund. 

a ok ak 

June issue of Light Horse now 
on sale is a specially enlarged 
number, covering every aspect of 


the Cras fin ay trials at Bad- 
minton. a record volume 
of advertising. 


* 

Many ‘coshalen advertisers sup- 
port the May edition of The Navy, 
which deals with the Navy esti- 
mates and their relation to the 


present-day strength of the Navy. 
* * a 
The summer number of The 
Times British 
which will consist of 32 pages of 


illustrated articles, will be on sale 
on June 8. 
ak * 
M Engineering is cam- 


paigning for the retention - light- 
ing in The Mall as a permanent 
Got, of ee. 


The Trade ai haaiiiedion Ltd., 
a subsidi of Samson, Clark & 
Co., Ltd., ve been appointed ad- 
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vertisement managers in Great 
Britain for Indian Skyways, an 
aviation journal covering the Asian 
continent. Owen F. Porter is ad- 
vertisement meer Te 
* 
A new Se a sports mage 

zine is to be launched Time in 
August. It will be on oe in this 


—e | at an annual subscription 
rate of $7.50 


ok + * 
Each of the four June issues of 
will contain 32 pages, 
the first time a complete month's 
issue has carried this number. 
* 


oa ob 
The * issue ¢ Life — 
will run to pages—t 
second largest issue ever. 


This cover of the Harper's Bazaar 
June issue is used as display 
material in a nation-wide campaign. 
lt shows a dress by Susan Small in 
a new rose-colour cosmetic shade 


Special tables 


for advertisers 
Over 50 advertisers took 


space by Revlon. 
ee «ee ss aeadaiad 
published _ this A nation-wide merchandising cam- 
week by Hulton Press, has been planned by Harper's 
To,00 was minimum circulation of for its June issue, in con- 
0,000 was exceeded by 704 copies. 


junction with Revlon, makers of a 
new cosmetic shade Pig ge = 


The journal is designed for speci- 


fiers and buyers in industry Rosy,” and Susan Small, the dress 
responsible for directing production. igner. Special colour blow-ups 
aye month a detailed break-down for Revion, streamers, swing tick 


exact figures of circulation by 


display cards featuring roses, an 
sis readers, by industries and 


an advance merchandise bulletin 
lton 1 geographical regions will with perforated fashion pages, are 
to advertisers who part of ™~ nner. 


* * + As 
Advertisements in the Daily 
Mirror will announce two features 

in the June issue of 


Ht - . 


irom July 5, ‘Noweneak 
guarantees a minimum weekly net 
paid sale of 30,000 business 
staff in Europe has been expanded. 


PYTRAM 


for growing 
Sales... 


An amusing 
figure moulded 
in one piece in 
Hard Rubber 
Compound 11}” 
high, with relief 
and transferred 
lettering. It is 
finished in full 
colours and a 
bottle of the 
actual product 
is “held” in the 
hand, 


Send to-day for your 


~ 4 
ie de ge Fi 4 Z 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY 
Telephone: MALDEN 3225/7 
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advantages of the 
use of electronic 


instruments, mdde 

by their clients— 
CINEMA TELEVISION Ltd. 
to the notice of lead- 

ing producers and 

packers of food 


(ADVERTISING) LTD. 
use & recommend— 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 
CIRCULATION 


io the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 


9 EDEN ST + LONDON + N.W.1 


EUSten 5911 


Leading pottery group sign Dorland 


Section of an advertisement appear- 
ing in Preston newspapers. 


YoYo is tested 


at Preston 


Colman, Prentis & Varley Lid. are 
conducting a marketing campaign 
in Preston for a new Macdonalds 
of Glasgow product, called 
YoYo, a milk chocolate mint 
cream biscuit. 

The campaign will use half-pages 
and smaller spaces in the Preston 
Herald and Lancashire Evenin 
Post with one insertion per wee 
for six months. 


Big campaign for 
fabric quality mark 
Widespread publicity will be used 


to reintroduce Courtaulds’ Quality 
Control plan after an absence of 


13 years. The plan, the symbol of 
which is the Courtaulds’ Tested 
Quality trade mark, was first 


brought out in 1937 but lapsed 
owing to war conditions. 

Trade press advertising has 
started. Fabric and garment manu- 
facturers using Courtaulds’ acetate 
or viscose rayon are asked to sub- 
mit swatches of the material for 
testing. - 

A consumer campaign will start 
in September to reintroduce the 


trade mark to the public. Space is 
being booked in the Daily Mirror, 
Sunday Pictorial, and women’s 


weekly “magazines. Stuart Adver- 
Agency Ltd. are the agents. 


Asparagus boost 


A campaign for Norfolk aspara- 
gus—believed to be the first one of 
its kind—is being launched by J. M. 
Turnell & Co. 

Allardyce 


Palmer & Co., Léd., 
have been appointed to handle the 
account. Three-inch d/c_ spaces 
are being taken in the London 
evening newspapers. There will be 
a heavy trade press campaign. 


Triples for Chicos 


Six-inch and three-inch triple 
column spaces have been booked 
in London and provincial evening 
newspapers for a new Player's pro- 
duct, Chicos cigars. The campaign 
breaks next week and will continue 
until Christmas. 


Chicos are a new straight s! 
small e. Agents, John Haddon 
& Co.., 


Ridgway & Adderley Ltd., in 
association with Booths & Col- 
cloughs Ltd, together with 
Lawleys Lid.—one of the largest 
pottery groups in Stoke-on-Trent 
—are placing their forthcoming 
advertising with Dorland Adver- 
tising Lid. 

While plans have not yet been 
finally formulated, the advertis- 
ing which is already appearing 
for Lawleys Ltd. and their shops, 
will be extended to the manu- 
facturing end of the business 
next year. It will cover the 
national press and overseas. 
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Murine arrives— 


account split 


Claimed to be the world’s largest 
selling eye preparation, Murine is 
being launched in this country. A 
pouuee advertising campaign has 

nm prepared to break next month. 

National daily and Sunday news- 
papers will be used for the con- 
sumer campaign which is i 
handled by F. C. Pritchard, W. 

& Partners Lid. F. E. Potter Ltd. 
are handling the trade press cam- 
paign. 

Murine is being distributed in this 
country by A. J. White Ltd. and 
will retail at 3s. 10d. a bottle. 


Account relinquished 

White Advertising Lid. (Birming- 
ham) state they have relinquished 
the account of Maurice Cheshire & 
Co., manufacturers of car acces- 
sories. 


| CURRENT ADVERTISING AT A GLANCE | 


Accounts 


GOLDEN EAGLE knitting wools 
for C. J. Lytle (Advertising) Ltd. 
Autumn campaign planned using 
women’s magazines, editorial ser- 
vice and merchandising. 

NORFOLK ASPARAGUS for 
Allardyce Palmer & Co., Ltd. 
Using London evenings and trade 
press. 


YOYO, new mint cream chocolate 
biscuit made by Macdonalds of 
Glasgow, for Colman, Prentis & 
Varley Ltd. Test campaign in 
Preston area. 


DAVID MOSELEY & SONS LTD. 
for New Era Advertising Service 
Ltd. Campaign using trade pub- 
lications and specialised maga- 
zines. 

HENRY WIDNELL & STEWART 
LTD., Midlothian carpet manu- 
facturers, for J. G. McCallum & 


Co. (Edinburgh). Using trade 
press. 
JOHNSON & JOHNSON LTD. 


(PERSONAL PRODUCTS DIVI- 
SION), public relations account 
for Kennerley Edwards & 
Associates Ltd. 


FURNITURE INDUSTRIES 
LTD., makers of Ercol furniture, 
ublic relations account for 
' ~ aed Edwards & Associates 
Ad. 


BRITISH INDUSTRIAL GASES 
LTD. (industrial ublications), 
SOREXA RODENTICIDE (farm- 
ing, poultry and retail trade 

rs) and INSECTA LABORA- 

RIES LTD. (shipping, food 
and catering periodicals) for 
Goddard Watts Ltd. 


THE KETRON HOSIERY CO. 
(trade press and evening news- 
papers) and Crowther Ltd. (trade 
and technical publications) for 
John Halifax Ltd. (Leicester) 


LEEDHAM PRODUCTS, makers 
of electrical appliances (national 
magazines) and Villa 
Manufacturing Co. for White 
Advertising Ltd. (Birmingham). 


RIDGWAY & ADDERLEY LTD., 
BOOTHS & COLCLOUGHS 
LTD., and LAWLEYS LTD., 

ttery and china group, for 
orland Advertising Ltd. 


LUREX, new American  non- 
tarnishing metallic yarn made by 
Dobecknum Overseas Ltd., for 
Doland Davis Whitcombe & 
Stewart Ltd. 


FORTIPHONE LTD., makers of 
hearing aids, for Brockie Haslam 


& Co., as from July 1. Campaign 
continuing on similar lines using 
national dailies, provincials and 
magazines. 


Campaigns 


PLAYER’S CHICOS cigars using 
London and provincial evenin 
newspapers (John Haddon 
Co., Ltd.). 


PEARL CUTEX using Woman, 
Woman's Own, Woman's Illus- 
trated, Picturegoer and Every- 
woman (G. S. Royds Ltd.). 


SCOTCH BOY, new formula cellu- 
se tape made by Minnesota 
Mining & Manufacturing Co., 
Ltd., extensive campaign in Bir- 
mingham area using local press to 
announce £100 rhyming competi- 
tion (G. Street & Co., Ltd.). 


EXQUISITE FORM BRASSIERE 
« REAT BRITAIN) LTD. using 
ondon evenings, Daily Mirror 
and women’s magazines (Scott- 
Turner & Associates Ltd.). 


Cc. E. FULFORD LTD. using 
Radio Luxembourg for Bile 
awe (Steele’s Advertising Service 
td.). 


LUCOZADE LTD. using large 
spaces in national and trade press, 
on and filmlets (G. S. Royds 

td.). 


COURTAULDS LTD. using Daily 
Mirror, Sunday Pictorial and 
women’s week magazines in 
autumn to publicise Courtaulds’ 
Tested Quality Mark (Stuart Ad- 
vertising Agency Ltd.). 


J. PICK & SONS LTD. using wide 
range of weekly and monthly 
magazines and trade press for 
Pick Knitwear (Osborne-Peacock 
Co., Ltd.). 


M. & S. MARTIN, makers of 
Little Woman coats, suits and 
dresses, using provincial news- 
rig (Scott-Turner & Associates 
td.). 


MURINE eye pappetcn using 
national daily and Sunday news- 
pers and trade press (F. 
ritchard, Wood & Partners Ltd., 
handling consumer publicity, and 

F. E. Potter Ltd., trade press). 


CALLON & CO., LTD., manufac- 
turing confectioners, campaign to 
celebrate their centenary (T. B. 
Lawrence Ltd., handling van 
poster advertising). 


at es an a 
oe Ta reece : gee Orr i 

| FOODS g Current Advertising }_——— 

"2 ; ‘i : Paks pre eae ie ae We: ee aes EERE. LE 

Ale ee TURE 

ee rer iho | 

oe : y fon | | All Hestons gone 

i iF ? , 

Mm Os. YoYor 

an bring the ~ | V 

| a | >} 

“¥ i <a a 

a icsy @) ————— 

: a 

e. * 

| - a ee 
RRS See _ 

is | a ee a 
: Ft } 

a | of ae = 22 Pad <a, ne a ee 


May 27, 1954 ADVERTISER'S WEEKLY 


For appointment— 
telephone or write to 


THE SECRETARY 


SAMSON CLARK & CO. LTD. 


57-6!| Mortimer Street 
London W.I Museum 5050 
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Eye-catching 


MOVEMENT 
tells your Sales Story 


Materials can be in- 
serted in the panels 
thus enabling 16 


illustrations, pho- 
tographs advertise- 
ments or materials 
shown on this unit 
can be viewed from 
the front and re- 
verse 


The pages of this automatic unit show a new illustration 
every 6 seconds. The stand has 8 pages and each page 
takes a photograph or advertisernent on both sides ; 
this enables 16 different illustrations to be shown. The 
unit is constructed in light metal and can be finished in 
any colour. It is operated by a small electric motor 
and running costs amount to a few shillings a year. 


Price £18:10:0 ex works 
UNIVERSAL SCREEN SERVICES 


65 KENSAL ROAD, LONDON, W.10 


Telephone: CUNningham 3969 


This rosy a no personifies a 
s of advertisers in this prosperous 
— ie the beauty of Bath, from an advertiser's point of 
view, are the conditions which make it the ideal place for a 
test campaign. It is a compact city with a healthy fringe of 
light industries, and set in a rich agricultural countryside. 
Leisured, professional, industrial and agricultural classes are 
evenly balanced in a typical cross-section of the whole 
country. Furthermore, they can all be reached through one 
medium, and with no overlapping. The Bath Chronicle is 
the only evening paper printed in Somerset. It sells 34,000 


every night—14 copies for every house in the city—and it is 
read throughout Somerset and Wiltshire. For 9/- per 
od! the beauty of Bath is yours. 


widely 


Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.A, Central 2767. 


| ‘The eighth dinner-dance of the Delete Club was held at 


May 27, 1954 


the Eccleston 

Hotel, Victoria, recently. The club, which meets on Ay p a Friday of 

every month at Ye Olde Cheshire Cheese in Little Essex Street, London, 
was founded in 1947 by 11 advertising men as a social club. 


‘To-morrow may be too late to 
fight for advertising’ 


Advertising is being attacked as it has never been attacked 
before, Drummond L. Armstrong, director of the Institute of 
Incorporated Practitioners in Advertising, told the Publicity 
Club of Leeds. “There has never been a time when the need 
for more and even better advertising was so urgent, when our 

y was so dependent upon it,” he said. 


“It seems rather unreal that at a 


| time when the national economy is 


so dependent upon more and better 
selling, and, therefore, upon 
creation of consumer demand, there 
should be so many people in pre- 
a My influential positions ready 
to disparage advertising,” he said. 
In business, advertising was still 
apt to be regarded as a sort of 
“irresponsible necessity,” something 


Club News 


that encouraged the expenditure of 
an excessive amount of money, 
something, nevertheless, that 
nobody's business. 

‘The most successful advertising 
campaigns have resulted from a 
high degree of mutual understandin 
and trust at all levels on all sides, 


added. 

“I believe that the real answer to 
many of our | an eee » to-day lies 
in a wider understanding of adver- 
tising. Let us never forget that it 
is an essential part of our job to 
create that understanding and 
eng ye It is no use 
‘There's always to-morrow,” 
to-morrow 


Worthy task 


Oliver L neon. Page's “ 
State for the Co — 

colonial AY, to to the ey 
Club of London on Monday, He 
said that to awaken people’s imagi- 
nations about the tialities of 
the colonies would a worthwhile 
task for organisations like the clubs. 


ADVERTISING 
DIARY 
, May 28 
Britisu ASSOCIATION OF INDUS- 
Tau. Eprrons’ annual ° 
Berners Hotel, London. (And 
Saturday.) 


) Saturday, May 29 


ADVERTISING ASSOCIATION 
NaTIONAL PUBLIC SPEAKING contest. 
Pinals, Y.W.C.A,. Main Hall, 


Shakespeare Street, Nottingham. 


Porrnmuays Goririno 8 = Socrrrty. 
Spring ing. Laleham-on- 
Thames G.C. 


Birmingham 
New president 


At the annual meeting of the 
Birmingham Publicity Association, 
Arthur Chamberlain, 


honorary 
treasurer and 
honorary 
Secretary re- 
spectively. 

eorge 
H i tchings 
was awarded the Longley Merit Cup 
for outstanding service to the Asso- 
ciation during the past year. 

The council for the 


A. Chamberlain 


of Toole 
“ pp . 
K. H Aa, K. W iley, “3 


In his annual report, Mn chair- 
man of the council, K. Bailey, 
reported a year of 3 By progress. 


Gordon Boggon gives 
a trophy 


Speakers in Saturday's final of the 
Advertising Association's public 
speaking contest will now compete 
for a third prize, in addition to the 
Raymond Rayner team trophy and 
the Club Development Committee's 
Challenge Cup for the best indi- 
— , -. 

y trophy has been pre- 
ame Gordon Boggon, of 
Mather Hd Crowther Ltd., and is for 
the best impromptu speaker of the 
contest. 


The three teams competing in 
the final, which will start at 
2.30 p.m. at the Y.W.C.A. Hall, 
oe - Street, Nottingham, 
are the ent Advertising Club, 
> a the Put ond Clubs of Leicester 
an 
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German ad costs 2% 
of retail price 


How advertising benefits the 
consumer was one of the main 
themes of the German Advertis- 
ing Congress at Frankfurt. 

Dr. Gerd Bucerius, member of 
the Bonn Parliament, showed 
with charts that advertising was 
by no means a superfluous link 
creating unnecessary costs, but 
an indispensable and essential 
part in the normal process from 
production to consumption. 

Advertising secured mass-pro- 
duction which in turn led to the 
improvement of and the 
bringing down of their prices, 
he said. In Germany, on an 
average, advertising costs for 
consumer were about 2 
per cent of the retail price. 

A speech by R. H. Siddons, 
chairman of Lintas Ltd., London, 
was read by the Hamburg direc- 
tor of Lintas, Herr Dobmann. 
Mr. Siddons was unable to 
attend the conference. In his 
address he criticised the adver- 
tising in the German post-war 

ress. He said it suffered from 

d typogra ¥ form, in par- 
ticular the lack, a favour- 


ite of German yom 


Albert Price, secretary of t 
recent Irish Ad 


the Association 


Creating demand 
by films 


How Thomas Cook and Son 
have successfully adapted film 
media to create a demand for 
their services was shown by A. 
Annis of Thomas Cook's at a 
meeting of the British Sales 
Promotion Association. 


He showed two colour films, - 


each running for 20 minutes. 
“Films and direct selling” was 
the theme of his address which 
was a “follow on” to a talk given 
the previous month by B. W. 
Galvin Wright, central publicity 
department, LC.1, on “Visual 
in sales promotion.” 

Points discussed after the talk 
and films included the place of 
the film allocation in the ann 
publicity appropriation; keyin 
results to films; and the use o! 
literature at film shows. This 
was the last meeting of the winter 
session. 


— 


of Irish Aiverteme 
right), speakin ea the luncheon given by the ‘Irish Times” 


standing 
ates at 
Conference, Galway, 


Amalgamated Press v. 


George Newnes 
For the second successive time, 
a golf match between the Fleetway 
baw Society (Amalgamated Press) 

George a Gol 

) ~e. which was played at 

last - e a. in m8 —— 
At the singles 


pr. , A. were yee by 


best thing, winni 
the final scores 74-7 


oughton, R. a Td 
. Ford Millar, K. McDowall, V 
Goldsworthy, D. Macfie. 


ODHAMS SPRING 
MEETING 


Members of Odhams Press 
Golfing Society from Londor., Man- 


re ee and Watford 
r ann meeting at 
the Royal Mid-Suney Galt : 
Rese 
ts were: ’s i 
medal r on ome: L 
E. &. W 86-1868; 2, 
A. E. Wood, —18—72; 3, R. 
rote, ar —= 
over handicap : q 
101 ~ 2477. - 
Southwood oa. Stableford 
Ball 344 3h 9h w. * Hisdicy, 
31+6~—37; 3 ee F Ww Haha 
24+114— iss? 
4 ae ¢ A ; — ‘6+ 
A special prize 
members of the Ti corned 


for the best scores of the day, was 
won by L. Henshaw. 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 
of 


Versatile 
Man or Woman Copywriter 


with good agency experience wanted for medium 
sized West End agency. Must be able to write 
“glossy” fashion copy or turn to down-to-earth 
trade and technical prose with equally effective 
results. Will work in close co-operation with 
Creative Director in origination of schemes, Write 
brief details of experience to Creative Director, 


Box 7668 
Advertiser's Weekly 180 Fleet St London EC4 


YOUNG GENERAL ARTIST , 
Work entails lettering and design. 
Ability to handle airbrush an advantage. requirements, experience in sample con- 
Call between 12 and | p.m. or ‘phone and statis- 
TEM, 2730. Swdio Productions Lid., tical data. Copy4ypiet and experience 
65 Long Acre, W.C.2. as a market research interviewer, able 


to produce shom reports. Pos would 
BRITISH CELANESE LIMITED 


RED-—ASSISTANT IN MARKET 
[ARCH DEPARTMENT. Lxsentia! 


suk man or woman, age 25-30, wish- 
ing to use knowledge gained in 


continuous practice of market research, 
require on Box 7638 Ad, Weekly 180 Pleet St BC4 
for ial end publicity 


ROLLS-ROY CE 


require several first class commercial 
or technical artists and retouchers. 
Excellent conditions and prospects. 
5 day week. 


Write, giving details 
with specimens te: 


Labour Manager (W), 
Rolls-Royce Limited, 
Derby. 


design 
Applicants should be between 25 end 30 
one Ge edn ennttines @ Sane 


work on own initiative. The position 
right 


offers plenty of scope to the SECRETARY, 25/39, by Adver 
for and progressing tising Manager pharma- 
with a friendly team in a growing ceutical — company in 
agency dealing mainly with Trade and London. Preferably with some previous 
Ti accounts, Fiveday week. experience in similar ca ty or with 
Write -_, initially stating age, ex- an Advertising Agency, Five-day week 
perience and present salary to A.O.R., Please reply, ig & - details 
18 Thurloe Place, S. Kensington, Sos eas hae Wann ine 
8.W.7. Box 7669 Ad. 180 Fleet. BCA 
Assistant Space Buyer 
~ REQUIRED 
by well-known London Agency. 
Applicants must have good know- 


ledge of media and be able to 

use media statistics intelligently. 
© 

Write giving full details of age, 

experience and salary expected, to: 


Box 7653 
Advertiser's Weekly 180 Fleet St Londen EC4 
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APPOINTMENTS VACANT CLASSIFIED ADVERTISEMENTS I APPOINTMENTS VACANT 
1 ae BENTALLS APPOINTMENTS VACANT AUSTRALIA CALLING! 
¢ : PUBLICITY DEP Situations Vacant: “The engagement of pees answering these advertisements a. Leading Australian agency has a 
a has an immediate vacancy for a be a = Local Ofice of the neater of Labour or 0 Schetuied Be jo nym + gpa Coeeuentive 
5 - Agency applicant 2 ae ae ,- ~~ - t nm campaigns fr 
Be PRODUCTION MAN | | ss" % ot ‘ste. "or ine ‘mpiorment. is "erected irom. the ro | }oneencaeennee 


age 24-28. | | vise g and some contact work— 


west 6 GAS BOARD in fact a good all-rounder with many 
Good prospects, staff restaurant, 


BIRMINGHAM AND DISTRICT D years agency experience in a similar 


i head country 
Salary range £900, by | al increments of £50 and of £25, to £1,125 wat! at: 
: PERSONNEL CONTROLLER per nna : = ae E* ae tr Write, stating qualifications, age end 
“— ibh the Divisi I Sales and tee . 
; BENTALLS LTD. ies ee a experience to : 


discount on Store purchases. 
Write, ‘phone or call 


CHIEF SHOWROOMS MANAGER 
are invited for the position of Chief Showrooms Manager in the 


Birmingham and District Division. 


and 
eres of some 400,000 consumers, and for the supervision of Showrooms we 


position. First-class salary will be 
paid to the right man who is assured 
of apermanent, progressive position 


. Kingston-on-Thames the Birmingham Division Box 7698 
—— experience of modern sales and promotions! publicity methods is Advertiser's Weekly 180 Fleet St EC4 
LETTERING AND LAYOUT ARTIST — as —_—? 
: required by book and periodical The position is p and the may be required to pass LEADING NATIONAL woman's monthly 


@ medical examination 


blishers. Pive-da week, super- : — magazine has importam vacancy, at 
canmation’ scheme, staff canteen Write, Ay ee — ~¢5~ > dy my position, together Assistamt Editor level, for woman 
stat experience and salary re- wan the nemes of twe reteress, should bd Industrial & journalist with ability to create and 
— © pliaees ane sulery Officer, West Midlands Gas Board, 6, Augustus Road, Edgbaston, Birmingham, 15, direct original features. Special under- 
| ig 7656 Ad, Weekly 180 Fleet St BC4 to reach him within fifteen deys of the app of this ad it standing of fashion and beauty an asset. 


LAYOUT MAN 
required for organisation specialis- 
ing in architectural and building 


F. H. CURETON, Secretary to the Board. 


WEST END AGENCY requires a fully 


experienced Production Assistant, man 
or woman, age og BS 30. — 7 
full details of past 


SECRETARY -ASSISTANT WANTED 


for busy Publicity Department in 
Western Avenue, Park Royal. Short- 


High quality of ideas and writing or 
editing flair essential. Journalist with 
experience in advertising or publicity 
would be considered. Staffs of adver- 
tiser and associated magazines have 
been informed of this advertisement. 


: hand typing necessary but ability to Apply in onan. stating age and 
oe. trade accounts. Good design and Box 7586 Ad. Weekly 180 ie Pla Fleet o ‘bes “cope,” answer telephone, etc., equally experience 

: typographical sense essential. important. Advertising experience not Box 7699 Ad. Weekly 180 Fleet St BC4 
a Should have ability to produce work- A prominent Commercis! Vehicle Menv- necessary providing applicam is pre- 


peor 


man-like roughs for anything from 
press advertisements to complete 
catalogues. Please reply to; 


Box 7640 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG PRODUCTION MAN required 
for London Agency. Must have ex- 
perience of ordering blocks, type- 
settings and dispatch of blocks, Write 
stating one, experience and salary 

uired, 
Box 7658 Ad. Weekly 180 Fleet St BC4 


facturer in the Home Counties has 6 
vacancy on its Publicity Steff for » com- 


Box 7600 
Advertiser's Weekly 180 Fleet St EC4 


LETTERING AND LAYOUT ARTIST 


required by young West End Agency. 
Write, stating age, experience and 
salary required, 

Box "655 Ad, Weekly 180 Fleet St BC4 


Bi eB YN le Se ee i, UA ee 


CHAMBERLAIN STUDIOS 
REQUIRE 


RETOUCHERS 
TECHNICAL ARTISTS 


also specialist artists in: 


STILL LIFE 
LETTERING 
LAYOUT & DESIGN 


Good salaries and conditions ! 


Ludgate Hill, E.C.4. 
Phone Central 3570 


pared to work hard, Write, with de- 
tails of age, education and experience, 
salary, etc., to 

Box 7657 Ad, Weekly 180 Flee: St BC4 


Senior 
Copywriter 


required for medium size 
London Agency (I.P.A.). 
Experienced man to work on 
variety of National campaigns. 
Details of experience please, 


to: 
Box 7660 


Advertiser's Weekly 180 Fleet St EC4 


Production 
Manager 


REQUIRED 


with wide practical knowledge of 
printing and reproduction methods 
and problems ; experience in broad 
Pp g and detailed co-ordination 
and scheduling of complex pro- 
ductions; critical and exacting 
standards of quality control ; initia- 
tive and imagi ce d with 
meticulous thoroughness, patience 
and persistence. Age 25-35. Salary 
according to experience. Expanding 
praapets, Write fullest details in 


ASSISTANT FOR ADVERTISING 
DEPARTMENT of lcading radio and 
electronics company. Previous experi- 
ence in advertising department or 
agency cssential Some technical 
knowledee an advantage. Age approxi- 
mately 22-25. Salary according to age 
and qualifications. Write, giving full 
details of age, previous experience, 
and qualifications to 


Box 7692 Ad. Weekly 180 Pleet St BC4 


PUBLICITY MANAGER 


required by large manufacturers in 
London of radar and electronic 
equipment. A good knowledge 
and experience of publicity and 
printing methods is essential and 
some knowledge of radio or radar 
would be an advantage. This posi- 
tion is interesting and progressive 
and offers considerable scope for 
a man of ability and initiative 

Please write in confidence full details 
age, experience, salary required, to: 

Ref. P.D. Box 7652 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR ARTIST required, aged 20-24, 
in Advertising Department of laree 
Electrical Engineering and Domestic 


and experience, to Employment 
Manager, Johnson & Philli Limited, 
Victoria Works, Victoria ay, Charl- 
ton, S.B.7. 


; Advertiser 
CHAMBERLAIN STUDIOS LTD. cate is tunis sat cmos || ee Mather Gees & Con 
finished art work desirable, Applica- | 
tion in writing, stating age, training Solicitors, 


| 


e@ to Managing Director, 


NEWMAN NEAME LTD. 
50 Fitzroy St., London, W.1 


WORLD FAMOUS PUBLISHERS and 


booksellers have vacancy in Publicity 
and Advertising Deparument, for keen 
person with knowledge lay-out, copy- 
writing and selling — wishing to im- 
prove present posi 
possibilities and high salary. Write, 
stating qualifications 

Box 7701 Ad. Weekly 180 Pleet St BO4 


PUBLIC RELATIONS 
Senior aetgnes in London 


appoint a Pobtie actions Officer tor one 
Britain, with headquarters in London. 


A high | standard of odvention ~~ a 
of | 


sible experience ‘in Tasdne — roy . 
good general knowledge of Weland will 
be major in ction with 
the appointment. 


Attractive terms will be offered to « suitable 
applicant. The position will be filled in the 
near future. Applications, without copies of 
references at this stage, to be addressed to: 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


WADHAM ARTISTS 


require a 
Retouching 
Artist 
Write, Phone or Call, 
WADHAM ARTISTS 


Wardrobe Court, 
146a Queen Victoria Street, E.C.4 
City 44 


ARTIST with agency and print experi- 
ence 10 join studio staff. Visuals and 
finished work. Write McCallum 
Advertising, 21 Castle Street, Edin- 

burgh, 


PRODUCTION ASSISTANT  (fcmale) 
required in Advertisement Department, 
weekly technical journal published in 
London, Typing (mo shorthand), ex- 
perience make-up, copy, proofs, 
vouchers and records essential. Pive- 
day week. , with details, experi- 
ence, age 


Box 7664 Ad. Weekly 180 Fleet St BC4 


General Assistant Designer 
Display/Exhibition Studio 
Young man required for above 
to assist in studio of display and 
exhibition firm. Duties include, 
colour visuals, layout, typography, 
etc. and generally seeing a job 
through. Hours: 9 to 5.30—No 
Saturdays. Please write to: 

Chief Designer 
REPLICARDS LTD. 
407-9 Hornsey Road, N.19 


WELL -ESTABLISHED 
COMPONENT MANUFACTURERS 
have vacancy for a man 20-22 in the 
advertising department: must have 
completed National Service and had 
at least one year’s agency experience. 
Sales Promotion work covers press ad- 
vertising, technical catalogues and 
participation in major exhibitions. The 
position is permanent and in due course 
pensionable, and will provide first-rate 
experience for a young man who is 
prepared to work hard. Applications 
to state (in confidence) full details of 
education and experience with an in- 
dication of the salary expected. 

Box 7693 Ad, Weekly 180 Fleet St BC4 


SALES PROMOTION; 
ADVERTISING 
MANAGER 


required by 

reputable Company, London, 
W.1. Manufacturing high class 
acoustic components for 
world markets. To control all 
publicity in liaison with 
Advertising Agents. Salary 
£850-—£1,000 pa. Age 27 
—35 years. 


Write to Managing Director, stating 
age, experience, etc. 


Box 7697 
Advertiser's Weekly 180 Fleet St EC4 


ELECTRONIC 


Acrosigns—Prince Publicity 
DISPLAY LETTERER 
and ARTWORK COPYIST 
required 
capable of reproducing enlarged copies of 
magazine covers and general display sub- 
jects. Some airbrush work. Versatile first- 
class man capable of taking charge of this 

small department. Permanent post. 

also SIGN/POSTER WRITER 
with ability to reproduce large signs from 
layouts for National clients. Permanent 
post, nation wide connection. Both posts 
for work in Greenwich and Blackheath area. 


PRINCE PUBLICITY SERVICES LTD. 
Marlborough Hall, Lassell Street, 
Greenwich, $.£.10 Greenwich 4331 


A COPYWRITER with imagination, one 
not afraid of hard work and able to 
produce good over-all selling copy for 
wide range of national and trade pro- 
ducts, is invited to apply for this job. 
Offers scope for writer with advertising 
agency experience, good salary, con- 
genial working conditions and pension 
scheme. Holiday granted this year. 
Write with full information to 
Box 7643 Ad. Weekly 180 Pieet St EC4 


LAYOUT ARTIST 


2 to 3 years’ agency experience essential, 
and must heve ability to produce good 
clean layouts with some finished work. 
Apply in writing to Studio Manager. 
STEPHENS ADVERTISING SERVICE LTD. 
it New Court, Lincoin'’s inn, London, W.C.2 


LAYOUT ARTIST required for Agency 
Studio, experienced particularly in 
Visuals and Roughs for press work. 
Only first-class man considered, Write, 
or call w see, Art Director, W. 
Hopwood & Co. Lid., 67a Mosley 
Street, Manchester, 2. 

YOUNG OR MIDDLE-AGED MAN 
required to work on sevéral accounts 
and develop business in medium size 
Advertising Agency in West End. 
Com, £8 w, 

Box 7665 Ad. Weekly 180 Fleet St BC4 

CREATIVE ARTIST. Opportunity oc- 
curs in Manchester Publishing House 
for one capable of producing own 
visuals and finished art work for Press 
advertising, etc, Black and white and 
colour work, Five-day week 
Box 7666 Ad, Weekly 180 Fleet St BC4 


Well-established Manufacturers 


concerned with a speciality product 
have an opening for a 


SALES MANAGER 


Must be of good education and 
have a proven ability to sell and 
make contacts. Age 30-35. Gener- 
ous salary according to qualifica- 
tions. Only applications giving full 
details of education and experience 
will be considered. 


Box 7676 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY ASSISTANT. Young man 
required for Group Advertising Depart- 
mem of British Tyre & Rubber Co., 
,Lid, (S.W.1 area). The work includes 
the origination and preparation—ideas, 
copy, layout, ctc.-of technical and 
trade press advertising, sale-primt and 
point-of¢ale material, the detailed 
supervision of production and the 
design and organisation of exhibition 
stands. Previous practical experience 
of these activities essential. Good 
salary and prospects. Pension scheme. 
Write in the first instance, giving 


particulars of age and experience to 
anager 


the Group Personnel M 
incent 


Herga 
House, 


London, 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | Sil 


Required 
by 
London 
Agency 


The following important positions are waiting to be 
filled by men of good education, with agency ex- 
perience on both consumer and industrial accounts. 


CREATIVE COPYWRITER 


A job for a man with a flair for digging out relevant 
facts. Experienced in writing press advertisements 
and all forms of sales promotion matter. 


FIRST-CLASS ARTIST 


A good all-rounder with a fine sense of creative 
layout. Capable of a high standard of finished art 
work in black and colour. Able to supervise small 


studio. 


PRINT BUYER 


Experience of print preparation, production and 
typography, with knowledge of reproduction by the 
various processes. Good organiser in placing and 


controlling work. 


Write, in confidence, giving full details of age, 
experience, types of work handled and salary 
required. Indicate clearly the appropriate ap- 
pointment. Our staff know of these vacancies. 


Box 7661 


Advertiser’s Weekly, 180 Fleet Street, E.C.4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


OUTDOOR 
PUBLICITY /EXHIBITIONS 


Man required with experience in 
either or both as Assistant to 
Director and Representative. Keen, 
young, intelligent type capable of 
working on own initiative with 
National clients. Permanent position. 


AEROSIGNS 
PRINCE PUBLICITY SERVICES LID. 
Street 


Marlborough Hall, Lassell 
Greenwich, $.£.10  GREenwich 4331 
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- APPOINTMENTS VACANT 


“The engagement of persons ans 
Office of the Ministry 

the applicant is a man aged 18-64 inclusive or woman aged 18-59 inclusive 
or the provisions of the 


wering these advertisements must 
of Labour or a Scheduled Employment 


May 27, 1954 


CLASSIFIED ADVERTISEMENTS | MXZQ0RIERZcts 


rr pererares ADVERTISE- 
REPRESENTATIVE required 

wo yl Glasgow Hate must be capable 
ot acting on own initiative; every 
opportunity given suitable applicant, 


Fullest details 


ox 7667 Ad, Weekly 180 Fleet St BC4 


ASSISTANT REQUIRED for proof 
reading, sub-editing, layout; male or 
female, Salary £359-£505; superannua- 
tion, Applications, stating experience 
and age, w the Royal Sanitary Insti- 
tute, 90 Buckingham Palace Road, 


WADHAM ARTISTS 
require a 


LETTERING ARTIST 
AND 


GENERAL ARTIST 


Write, Phone or Call, 
WADHAM ARTISTS 


Wardrobe Court, 
146a Queen Victoria Street, E.C.4 
City 144 


We want a 
COPYWRITER 


who con write readable copy for yy" 

and a 
variety of subjects. He should be highly 
critical of pedestrian copy, especially in 
trade press advertisements, and should be 
capable of « little humour in the ~~" place. 
Previous agency 
cue write initially, , outlining smberen tes, 


AUSTEN.- JOHNSON ADVERTISING 
LIMITED, 
Incorporated Practitioners 
in Advertising 


44 OLD BOND STREET, LONDON, W.1 


COPYWRITER 


with & fedge of producti 


Holidays 
arranged. Apply giving full details of ox- 


perience to: 


GENNETT WILLIAMS (Advertising) Ltd. 
16a Westgate, Bradford, Yorks. 


ENGINEER OR METALLURGIST, 
preferably under 30, with ability and 
required by 


inclination Ww write, 


aluminium fabricating company 


assist in the production of technical 
hooks and other publicity work, Salary 
according to age and experience, Please 


write in detail to 


Hox 7671 Ad, Weekly 180 Fleet St BC4 


SPACE SALESMAN of real ability re- 
quired by established monthly wade 
Excellent prospects for sult- 


journal, 
able man with good selling record. 


fox 7670 Ad. Weekly 180 Fleet St BCA 


PROCESS ENGRAVERS require Order 
typesetting and 
foundry, also Junior (N.S. completed) 

Reproduc- 


Clerk wi handle 


for Order department. 
tion, City 7179, 


SALES REPRESENTATIVE with cxist- 
ing connections of process work, etc., 


for Muhilith and Rotaprint. 


Ace Litho 
Plate Co., 96a Bedford Hill, Balham, 


S.W.12. Balham 9368. 


THERE 18 A VACANCY for a« Layout 
man in the London Branch of the 


CWS, 
is permanent and pensionable. 


rie, giving full particulars of age 
C.W.S. Publicity 


and experience, to 
Department, 99 Leman Street, E.1. 


Publicity Deparumen. The 


STUDIO MANAGER 
required 


Central London studio. Good 
retoucher preferred, but not 
essential. State salary required 


Box 7689 
Advertiser's Weekly 180 Fleet St EC4 


if Papees ie 


¥ 


47°. 


The 600 Group of 
Companies requires an 


in its 

Publicity Department 
Applicants must have a sound 
knowledge of all aspects of 
advertising production work, 
including typography: some 
ability at layout would be an 
advantage. 


Five-day week and Super- 
annuation Scheme. 


Please reply stating age and 
salary required to the 
Publicity Manager, 
GEORGE COHEN SONS & Co. 
Ltd. 
CUNARD WORKS, CHASE RD., 
LONDON, N.W.10 


ABLE PRODUCTION MAN is offered 


early opportunity of becoming Produc- 
tion Manager of medium-sized West 
End Agency, handling quality accounts 
All-round production and media ex- 
perience with similar agencies cssen- 
tial, Write, in confidence, experience 
and commencing salary required 

Box 7688 Ad. Weekly 180 Pieet St BC4 


FIRST CLASS LAYOUT VISUALISER. 


An opportunity exists with London 
Agency for First Class Layout 
Visualiser who is also capable of pro- 
ducing finished layouts. 


offered to succesful applicant, with 
five-day week and holidays this year. 
Box 7630 Ad. Weekly 180 Fleet St BC4 


The accounts 
are Technical and a good salary is 


WANTED 
SECRETARY SHORTHAND 
TYPIST 
for Director. Must be good 


LETTERING ARTIST 
be able to do top line work. 


PRODUCTION. 


Spi SS octal 


ae 


Pie 


Mi ria t 
iat 


required. Must 
London 


st 5 
Box 7690 Ad, Weekly 180 Fleer St BC4 


PRODUCTION ASSISTANT required for 
Depart- 


pensionable. 
experience, asc 
to 

Box 7672 Ad. Weekly 180 Fleet St BO4 


Young man required 
for London Agency. Must have good 
knowledge of Blocks and Typesetting 
and be able to handic a sumber of 
Accounts. Five-day —_—" good salary 
and Holidays this 

Box 7632 Ad. Weekly 180 Fleet St BCA 


PHOTO - PRINTING 
(female) for Dye-line and Reprostat 
processes required urgently. Archi- 
tectural firm Clapham Common. Salary 
according to experience. Write, giving 
full details, to 
Box 7674 Ad, Weekly 180 Fleet Si BC4 
VOUCHER DEPARTMENT. Young 
Lady required for medium-sized Agency 
in W.C, area. Must have had some 
experience and able to wpe. Five-day 
week. Write giving age, cx 
and salary required to 
Box 7659 Ad, Weckly 180 Fleet St BC4 


EXHIBITION & DISPLAY WORKS 
requires 


MANAGER 


not only experienced, but excep- 
tionally good leader, energetic, 
keen business acumen and the drive 
necessary to hold a fair place in 
London competition. 


Full particulars please to : 


Box 7702 
Advertiser's Weekly 180 Fleet St EC4 


Advertising Manager 


required for 
Musical Instrument Manufacturers 
and Traders. Age approximately 
30 years. Must be qualified letter 
and figure artist, ability to design 
catalogues, etc., essential. 


Write stating full particulars, salary 
required to : 


Box 7700 
Advertiser's Weekly 180 Fleet St EC4 


* 


ICTION. 
for Fleet Street perienced 
in copy dispatch, block ordering, etc. 
Send details of age and experience to 
Box 7663 Ad, Weekly 180 Fleet St BC4 


Young man 
Ex 


PRODUCTION ASSISTANT for West 


End Agency. Fully experienced and 
not more than 25. Full details of 


—t- ye 
7616 Ad, Weekly 180 Fleet St BC4 


PRODUCTION EXECUTIVE with first- 


class knowledge of Process Work and 
Typefaces and capable of handling high 
class sales ys for London Agency. 
Holidays as arrang 

Box 7631 Ad. Weekly 180 Fleet St BC4 


BLOCK ORDERING 
you want « job, know how to order 
blocks and can check blockmakers’ invoices, 

telephone DERWENT 4444 

Geoffrey Dadd Ltd. 
90 Epsom Road, Sutton, Surrey 

(near Morden Tube Station) 


JUNIOR 


SECRETARY /SHORTHAND TYPIST re- 
quired for Publicity Department of 
well-known clectrical manufacturing 
company. Interesting position for 
intelligent young lady, preferably with 
advertising experience 
Box 7694 Ad. Weekly 180 Fleet St ECS 


LINOTYPE & MACHINERY LTD. | re- 
quire a Layout Man to work on their 
house journals, advertising and general 
publicity. Applicants state age, 
experience, and salary required. Write 
- grr Department, 94-97, Fetter 
ane, ECA 


finished work. Phone for appointment 
jf Service. CENtral 


JUNIOR PRODUCTION ASSISTANT 
W your age is between 20-23, and you 
have some in but 
now want more scope together with some 
responsibility, you may be the man we seek. 
Write, giving details of experience and 
salary required to the Publicity Manager, 

THOS. COOK & SON LTD. 

Berkeley Street, London, W.1 


adv 
No Saturdays. Apply by 
letter, stating age and experience to 
T 


Led., 9, 
w. 


"Phone your Classifieds to CHA 8844 (Ex 25) 


COPYWRITER with good all-round 


agency experience required. This is an 
opportunity for the right man who can 
produce good readable copy for — 


ad 
holiday granted this year, Write fuli 
details to 
Box 7641 Ad, Weekly 180 Fleer St BC4 


ARTIST REQUIRED. Must be 
neat worker with some knowledge of 
typography. 

Box 7691 Ad. Weekly 180 Pieet St BC4 


SECRETARY ASSISTANT required by 


managing director. Shorthand and 
supervisory capacity. 
(Advertising), West Street, Harrow. 


recog.) offers good salary and 

— ? eee HS a 
new business. Unlimited scope a 
—_4 good man. Details of abe 


etc. 
Box 7581 Ad. Weekly 180 Fleet St BC4 


STUDIO 
MANAGER 
WANTED 


Apply in writing to: 
S/M, Managing Director 
J. P. McNulty & Company Ltd. 
Cliffords Inn, London, £.C.4 
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CLASSIFIED ADVERTISEMENTS 


ADVERTISING MANUFACTURING 
MANAGER PRINTERS 


| at present with well-known . : 
clothing manufacturer, would are interested in the purchase 


be gled to hear from an este- of seasonal designs—particu- 


| blished, progressive firm, in ‘ 
London or the provinces, larly Xmas—suitable for all- 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


— 7 = 


FOR ILLUSTRATIONS OF 


FURS 


‘phone GERrard 2269 
THE BERWICK STUDIO 
63 Berwick Street, London, W.1 


FORD MOTOR Colleen Ltd. 


DAGENHAM 
require fully Dp p graphi 
printer, one with agency experience pre- 
ferred, age sbout 25 years. 5-day week, 
excellent non-contributory pension scheme, 
cateteria and sports facilities. Reply to 
Advertising Manager, quoting DPS/RS 


ARTISTS SEE OUR ADVERTISEMENT 


—— FOR CAREER IN ADVERT- FASHION WORK, Line, chalk or wash 
ISING. 


furs « speciality, Pully experienced 
press or catalogue work, 


YOUNG MAN ired for department fe 
py en Box 7394 Ad. Weekly 180 Fleet St BO4 


specialising in Retail Store advertising. 


Actual store experience or similar work ; H : : 

essential. Full details to Managing looking | for an experienced over designs in two, three or FREE LANCE SPACE SALESMAN, 

Director, Hallons Advertising Service advertising man. : commission basis, for new National ; 

Lid., Arkley Road, Walthamstow, At the age of 40, with four colours for wrappings. magazine, first issue July, Welte siving ie 
: 4 : particulars to shing ae 
a seventeen yeRW  enperience Distributing Co,, Lid, 167 Strand, 


: 
in advertising, | wish to move Box 7603 W.C.2. 
now to a post with @ faure. Advertiser's Weekly 180 Fleet St EC4 | | amr 


Walsall Lithographic Co., Ltd., AGENCY wish to contact firs- 


class free-lance artists; accommodation 

Midland Road, Walsall PLEASE WRITE FOR | available if required. Write 
s ° FULL INFORMATION TRADE OR TECHNICAL journal pro- Box 7684 Ad. Weekly 180 Fleet St BC4 
are looking for preewe ot are | «MORE THAN FIFTY SPECIMENS IN 


invited by expanding publishers to offer SCRAPER are contained in my album 


Box 7651 
Advertiser's Weekly 180 Fleet St EC4 


outright sale or interest with view to | m 
CREATIVE DESIGNERS ure management. Sawell Publice- | {if _Phousraphic Grainy ection 
L1d., Ludgate Circus, B.C.4. | almost every known scraper technique 
label ispla DISPLAY MAN, experienced in ali PROFITABLE TRADE DIRECTORY i you are looking for a specialist 
for . s, showcards and di ys. branches of display, desires 10 contact (Export), Opportunity for salesman to artist in scraper, this album will be 
Specialised needs at the moment a progressive firm who are secking to a on new advertisements, Half | mailed to you upon couaes 1 
- | 4 ~ - . ‘ 

are for 9 man capable of first-class oe See a forceful display ay J sale or interest Reay, 23 Kepler Mount, Leeds 

reproduction of fruit and vegetables, Box 7695 Ad, Weekly 180 Flee: St BC4 Box 7509 Ad. Weekly 180 Fleet St BOS MAPS designed and drawn for all 


th mrais. “ a : WELL-KNOWN PRINTERS with works wig : 

and for show 1 oe ps A, wm. learn in London ead Country, have enpecks Box 7685 Ad, Weekly 180 Fleet St BC4 
cards and displays. Permanent em- Hae | a OS shortly available for several monthly | E . odel 

: phy North-West England pre- 4 High it ad kess YOU REQUIRE a sale model, of an 

ployment to suitable men. ferred. Please write magensnes. aw 6 animated display perhaps? For static 


Box 7680 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED LAYOUT ARTIST/ 
VISUALISER (26) secks 


or working models write 
Box 7686 Ad, Weekly 180 Fleet St BC4 


ACCOMMODATION 


BAKER STREET. 


prices. 
Box 7703 Ad, Weekly 180 Fleet St BOS | 
MULTILITH AND ROTAPRINT plate 


MIDLAND AGENCY (fully recognised) 
requires urgently a good all-rounder. 


F aye » “out of the processing required. Excellent service 
+ 3 = gy MF ay F rut” position with good agency or and quality, Ace Litho Plate Co., 96a 
and who is not afraid of hard work advertiser, here or abroad. Write gg Hill, Batham, 8.W.12. Batham 


required as account executive. Some | Box 7696 Ad, Weekly 180 Fleet St BC4 
knowledge of art and production an 


advantage. Details of experience to 


Laree room, good 


| TENDERS 


Box 7662 Ad. Weekly 180 Fleet St BC4 SPACE OR TRADE SALES a a “wether Sule 
4 Hey ~~ out on p obra and top level ay eo work given. Phone WEL 8769. fj 
COMMERCIAL por wee = A. your enquiries on BOROUGH OF FOLKESTONE TO LET, jurnished or jonieratined, 
Suite of Offices (near St ul's), com- 
ARTIST REQUIRED Capable Contact Counts TENDERS FOR prising 4 separate offices (approx, 800 
Box 7654 | sq. ft), 2 telephones, Write further 
pelea eo cee) ay Advertiser's Weekly 180 Fleet St EC4 Gorath 
have « fair standard of perspective drawing ser y eet St OFFICIAL GUIDE, ETC., Box 7682 Ad, Weekly 180 Pleet St BC4 
ne cad wees, Catap, Seeing, and Se SPACE AVAILABLE for  freedance : 
with ghting. Five =< - — yy 1955 artist, good light. Telephone CiiN«ral ‘ 
day week, pension scheme, good transport ABLE, igmore Agency, 958. ; 
rl 67 Wigmore St, W.1. HUNeter invi inti ; 
and canteen facilities. 9951/2/3. Tenders are invited for the printing ACCOMMODATION OFFERED ww i 
Apply in own handwriting to ; and supply of free-lance artists in well-lighted studio: 
YOUNG EXECUTIVE °° P central heating and telephone. Some 
Personnel Manager, where practical i oe (a) Official Guide, 1955. work if required pee, wea. Ay 
is desired. Previous positions include ‘ Box 7683 Ad. Weekly 180 
METROPOLITAN-VICKERS Aesuang tenant aed Gait Waameaee (b) Street Plan (to fit guide). 


ELECTRICAL Co. Ltd. Box 7678 Ad, Weekly 180 Fleet St EC4 


(c) Register of Accommoda- 
ee FIRST-CLASS PRINT BUYER secks tion, 1955. (d) Envelopes. SALES AND WANTS 
aouney couliep Gk ie e | | Particulars, form of tender and 


FOR SALE, MASSELEY Model 5 


IMPROVER LETTERER AND GEN- undersigned. The Corporation do Box 7687 Ad. Weekly 180 Fleer St BC4 


es ~ ah Cony Ser West og Ay 4 salary. specimen copies of the above for Embossing, Showcard and Price Ticket , 
ind Agency, Hours 9.15-5.30, five- 9x 7679 Ad, Weekly 180 Fleet St EC4 ” enc 

| day week, pleasant conditions. Phone J 1954 may be obtained from the — we 1 —_ — 

| GROsvenor 6746 for appointment. ae) A 4 i M4 

] 

] 


bar — yy ~~ > by = | ERAL ARTIST requires studio posi- not bind themselves to accept the 
ability to tain for layout work. | Box 1676 Ad. Weekly 180 Fleet St BC4 | lowest ae! ep! tender. 
Interesting, permanent and progressive Tenders, in a sealed envelope, PRINTERS 
appoinment, 60: High street, Uxbridge, | LEADING RETOUCHER socks change, | | which must NOT bear the name 
4 Middx. Uxbridge 5036. — . Cosantenh, mechanical. figure, black / or mark of the sender, endorsed einemninasbadiemidadenns swinsteisiiine 
: white of colour, airbrush drawings, | | “Tender for Official Guide” must BUY 
lette ° Ov J ars” ‘ ' . 
pon ell 7 = oan | | be delivered to the undersigned ‘SERVICE TO PRINT 6 : ERs! 
PROD U cTIO LS | | Box 7681 Ad. Weekly 180 Fleet St BC4 | | not later than noon on Monday, hining, binding ond direct mailing 
| | 14th June, 1954 ~ 7  * \atorest 
i ine, A more then recompense your 
A s 5 | s TA N T YOUNG MAN, 24 N. C. SCRAGG, in sending us en enquiry. 
REQUIRED with several years’ experience in two | | : . Town Clerk LINCOLNSHIRE CHRONICLE , 
Aged 25-28 years. Fully exper- | | | Accusis tcctre, "Matted Pesscios | | | Folkestone on™ Waterside Worth, Lincoln 
ienced in blockmaking, type- experience on National Accounts and is « : ‘ 
setting and general production | | | Crstive Visualiser, sito some contact work. 24th May, 1954 N 
department routine. This job prgroee ped gh Rp a — a 
offers excellent opportunities roughs available, PRINTERS 
for a keen man. Write or phone Box 7673 Advertiser's Weekly 180 Fleet St EC4 FREE LANCE SERVICES High-class Letterpress with modern plant, 
for an appointment to : LaeOe Aaa Ge, Bes Mono and Lino, have capacity for additional 
NT AWN nN. f (Ex ) specialises 
Production Manager, ty > Sasaucmen man. ag By gb - A y C- om ame ine business, Let us oe 
o Full ’ . Missions. your next printing order. Keen prices 
Alfred Bates & Son, Ltd., ea Box 6935 Ad. Weekly 180 Pleet St BCS prompt delivery e 
y c oO 
130 Fleet Street, E.C.4 complete administration of small | FEMALE VISUALISER /COPY WRITER CAMBRIAN NEWS, LTD. 
Contral 6831 | =, requires free-lance ABERYSTWYTH 
Box 7677 Ad. Weekly 180 Pieet St BC4 Box 7592 Ad. Weekly Ih 180 Pleet St BOS 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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LET’S TALK BIG 


Hundreds, Thousands, Millions. You can’t 
frighten Photowork with numbers. With 
the largest organisation in Britain for 
producing quantity (quality) photographs it 
doesn’t matter whether you want a dozen 
or a dozen million prints—Photowork can 


mt do It. 

. 1,250,000 prints per week for more than 
two years Is our record to date—and we 
like breaking records. 

: Black and white, sepia or colour. 

ae: Cigarette cards, showcards, blotters. 

% At your service, 

3 photowaorl: ‘ 
7 73 BAKER ST., LONDON, W.I. Tel: WELbeck 0938 
&. Head Office & Works : BRIGHOUSE, YORKSHIRE. Tel : Brighouse 1240 
& 
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PRESS — 


NEWSPRINT 


(continued from page 435) 


dangerous position and leaves no 
margin for emergencies, especially 
as stocks are of individual sizes 
and not freely interchangeable. 

“We have always reckoned 
100,000 as the minimum below 
which stocks should not be allowed 
to fall—and at present they are 
very much below that. 

“Having regard to these figures 
I think it is necessary to be very 
cautious in speaking of the pro- 
posed abandonment of controls in 
the rationing year. 

“It may be that there will have 
to be a transition period in which 
the big users of newsprint will have 
to maintain voluntary restriction of 
their consumption, as they did for 
the first six or eight months of the 
war.” 

One leading publisher expressed 
the view that there was a good 
chance of rationing being abolished 
next year. He believed that the 
home mills would, in fact, be able 
to supply 50,000 tons. 

“It is true,” he said, “that there 
has been an increase in consump- 
tion during the last few months, 
which would bring the total of 
150,000 tons down to about 
120,000, but I think that that would 
be enough to give us practical 
freedom. However, it is impossible 
to know what will happen till next 
year, at the very earliest.” 

British paper mills have been 
allocated a larger allowance of 
sterling for the import of wood 
pulp in the second half of 1954, 


‘RECORDER’ IS 
TAKEN OVER: 
BRITTAIN OUT 


The copyright and goodwill of 
“The Recorder,” the weekly news- 
paper, has been sold by the liqui- 
dator to Combined Printing Under- 
takings Ltd. of Sardinia House, 
Sardinia Street, Kingsway, W.C.2. 

The registered office of the paper 
will be Sardinia House and the 
editorial offices at 156 Charing 
Cross Road. The format will be 
unchanged and it will continue to 
be published as an anti-socialist 
independent weekly newspaper. 
Selling rice and advertisement 
rates will remain the same. 

Ww. Brittain will have no 
further connection in any capacity 
with the paper or the company 
taking over. 

It is - 9: that the majority 
of the staf luding the advertise- 
ment director, Leonard Raftery, 
will remain with the paper. 

Combined Printing Un ~ 4 
Lid. was founded in 1941 by W 
Fudge, chairman of several publish- 
ing houses, including the Mitre 
Press, who will be chairman of 
“The Recorder.” 

Managing director will be John 
Benning, who for a brief spell was 
works manager of “The Recorder” 
when it was launched as a daily 
newspaper. Before that he had 
been an executive with the Sydney 
Morning Herald and for 10 years 
with Odhams (Watford) Ltd. 

The editorship is being taken over 
by Edward Martell who was with 


Published by the 


og Party headquarters until 


The shares of the company will 
be divided between these three. 

W. J. Brittain states: “The sale 
of ‘The Recorder’ does not affect 
the other publications at 58 Far- 
ringdon Street. These are owned 
by separate companies and are not 
involved in any way in the affairs 
of ‘The Recorder’ Ltd.” Mr. 
Brittain has sailed for British 
Guiana. 


THREAT TO CITY 
POSTER SITES 


Discussing rebuilding of London, 
the Lord Mayor, Sir Noel Bowater, 
told Association of Circulation 
Executives yesterday (Wednesday) 
that poster sites in the City were 
being surveyed with object of pos- 
sible challenge under Regulations. 
The Corporation had powers to 
improve standard of advertising and 
refuse anything prejudicial to 
amenities of locality. Up to A 
there had been 367 consents, 166 
refusals and 70 appeals of which 
62 were dismissed, five allowed and 
the remainder allowed on condi- 
tions favourable to Corporation. 


Percy William Rumble, who died 
suddenly at Bognor Regis, had been 
director, company  secreta and 
accountant of Norman Kark Pub- 
lications, the Trafalgar Advertising 
Company and of Southern Photo- 
Engraving. He was 72. 


Richard Walker (Boro Billpost- 
ing Co.) has been elected the new 
president of the London Poster 
Advertising Association. Eric Miles 
(Samuel Miles Ltd.) is senior vice- 
president and George Longman 
(Longmans Billposting Co.) is 
junior vice-president. 


Name of Cecil Swann Ltd., 
Berkeley Street, London, changed 
to L. B. Singleton Ltd., and R. E. 
Courtney, general manager, ap- 
pointed a director. In all other 
respects the company remains the 
same. 


“Sunday Press,” Dublin, _ this 
week will carry a four-colour half- 
tone illustration. Normal produc- 
tion methods with high-speed rotary 
machines printing 42,000 an hour 
will be used. J. Dempsey, general 
manager, claims this to be first 
icture of its kind in Irish or 
British newspapers. 


Many dairies planning big drives 
to sell fruit-flavoured milk drinks 
to combat inroads on sales made 
by soft drinks. Spokesman of Milk 
Marketing Board said: “Flavoured 
milk is in experimental stage. Ad- 
vertising will be used later.” 


Federation of Danish Dairy Asso- 
ciations launching extensive cam- 
paign for Danish Blue cheese in 
national dailies, Sundays, evenings, 
provincials, women’s magazines and 
7 press. Agents: R. F. White 

Son. 


Princess Margaret won the prize 
in the crossword competition in the 
May 13 issue (Royal Tour Number) 
of Newnes’ “Country Life.” 


BUSINESS PUBLICATIONS Led., at their office at 180 Ficet Street, London, E.CA. 
May 27, 1954, Printed in England by Keliher, Hudson & Kearns Ltd., 


Phone: Chancery 8844.) 


15-17 Hatfelds, London, S. E. 1, 
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An “ Advertiser’s Weekly ” 

| special survey of — 
sales opportunities and 
publicity media in the 
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Cape irae ay 


The holiday abroad 


that’s so easy to plan, and so hard to forget! 


Here's one delightful spell-binding country that demands no passports, no foreign currency, no struggle 
with irksome restrictions. Friendly, carefree Ireland invites you to enjoy its golden, uncrowded beaches .. . 
its wild, fresh countryside of mountains mirrored in deep blue lakes . . . its winding boreens edged with scarlet 
fuchsias. You can fish, swim, play golf, ride and enjoy every kind of sport, or just laze away the days. It’s a 


refreshing place, wonderfully remote from worries, yet so pleasingly easy to reach by land and sea, or by air. 


” Treland 


A million miles from worry .. . 
a few short hours from home ! 


For detailed advice and free literature, including Official List of Hotels and Guest Houses, please apply to: IRISH TOURIST BUREAU 
LONDON; Ti Regent Street, W.l. Tel.: REG 6801 ° DUBLIN: 14 Upper O'Connell Street. Tel.: 44718, 44710 


Issued by FOGOA FaAilce The Nationa! Tourist Publicity Organisation for Ireland 
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* * * + 


OK-B 
is on the move 


In about two months’ time, Architects, builders, and 


OK-B will be moving to spacious new 


decorators are at present hard at work, 


offices, which will enable us to 


and we are now very interested 
gather all our people under the one’ in hearing from advertising people 


roof again, and will give us ample 


who would like a change of 


room for expansion, both immediately scenery. In particular, two very highly + 


and in the future. These offices, skilled account executives would 


which consist of two Georgian houses find a hearty welcome awaiting them, 


made into one, were formerly 


as would a layout man and 


occupied by a semi-Government com- 


a copywriter. If you'd like to join 


pany, and are equipped with us, please write to the 


many desirable features, such as central 


Managing Director giving an outline of 


heating, a canteen, and so on. 


your experience and capabilities. 


O’KENNEDY-BRINDLEY LTD. 


53-54 Lower O’Connell Street, Dublin 
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The | rish Routes 


to Big Business 


When selecting “must” media to ensure maximum sales 
in the IRISH market space buyers invariably include the 
publications of Independent Newspapers Ltd., Dublin. 


For nearly half a century they have offered Advertisers 


by far the largest and most responsive newspaper 
readership in ALL IRELAND. 


IRISH INDEPENDENT 
EVENING HERALD 
SUNDAY INDEPENDENT 


Here are the latest Net Paid Sales figures for the period January— 
December 1953, as certified by Messrs. Craig Gardner & Co., 
Chartered Accountants, Dublin. 


iRISH EVENING SUNDAY 
INDEPENDENT HERALD INDEPENDENT 
Average Daily Average Daily Average Weekly 


196,219 124,434 381,563 


@ These newspapers have the highest Net Paid Sales in 
ALL IRELAND. 


Complete coverage of the entire Irish market is guaran- 
teed for the “Irish Independent” and the “Sunday 
Independent.” 


In the vital Greater Dublin zone the “Evening Herald” is 
predominant. 


London Manager : 
L. C. BLENNERHASSETT 


118 FLEET STREET, E.C.4 Telephone: CENtral 2842 
Head Office—independent Newspapers Ltd., Dublin 
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All media are developing 


rapidly. 
remarkable for their advertisement features in colour; 
commercial radio has extended its services; direct mail 
is being aided by the introduction of improved postal 
facilities. 


The newspapers are 


At the same time, advertisement planning and production 


ADVERTISING IN IRELAND: AN ERA OF PROGRESS 


Published to coincide with the second annual Irish Adver- 
tising Conference, this Supplement has as its main object 
the presentation of an accurate picture of the potential 
market for British goods in the Republic, and the 
description of marketing and media facilities available 
to all who do business there. 


An additional aim this year has been to emphasise the 
progress made in all aspects of Irish advertising in an 
era of development and advancement. 


techniques are developing rapidly in line with modern 
trends. 


At the Galway Conference last week-end, speakers 
emphasised the valuable part played by advertising in 
the economic life of Ireland. They showed how it 
helps in the distribution of consumer goods, and in 


keeping prices down. 


As with a campaign now being run by the advertising 
agencies, the underlying Galway theme was “Service to 
It is the proud boast of advertisers 
throughout the world that advertising benefits the con- 
sumer, and Ireland provides no exception to the basic 


the Consumer.” 


truth of this assertion. 


The Republic offers British advertisers not only 
of expanding opportunity, but the full range of efficient 
media and services. 


a market 


Opportunities for British goods 


in £400 million market 


‘TH population of the 26 
counties is about three 
million people, and although 
slightly decreasing, it has been 
fairly steady at about this 
figure since the beginning of 
the present century. While the 
emigration rate is undoubtedly 
high it is balanced yearly by an 
excess of births over deaths. 
Irish emigration is a question 
of great moment and in the 
near future will be the subject 
of a report of a government 
commission. If a solution were 
found, therefore, to the emigra- 
tion problem we should expect 
the slight population decrease 
of the last 50 years to be 
reversed rapidly. 

One point arising from emigra- 
tion, which is important when re- 
viewing the Irish market, is that 
theage-grouping of the population 
and its internal constitution is 
regularly disturbed. Irish emi- 
gration is not family emigration. 
The people who emigrate are 
young men and to a greater ex- 
tent young women—in the 
intercensal period 1946-51, 10,150 
males and 14,176 females 
emigrated. It is significant also 
that the annual net emigration 
among males is a declining figure, 
whereas female emigration is 
increasing. 

In addition to this external 
emigration, there is also a re- 
markably regular movement of 
the population within the 
country. That movement is a 
drift ‘in the land to urban 
areas and particularly to Dublin. 
The population of Dublin, City 


and County, between 1946 and 
1951 increased from 636,193 to 
691,428. This concentration of 
nearly one-quarter of the total 
population in the Dublin area is 
a most vital population factor to 
the advertiser. In the Cork city 
and suburban area the popula- 
tion totals 109,000; in Limerick 
50,820; and in Waterford 28,691. 
Other towns with a population 
over 10,000 are: Galway, Dun- 
dalk, Drogheda, Sligo, Bray, 
Wexford, Tralee, Kilkenny and 
Clonmel, together accounting for 
127,431 persons. 


It can be seen, therefore, that 
over one-third of the total popu- 
lation is located in towns with 
a population of over 10,000 per- 
sons, and 16 smaller towns with 
a gry. of between 5,000 
and 10,000 account for another 
100,000 persons. The 16 smaller 
towns are Athlone, Carlow, 
Killarney, Thurles, Ballina, 
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Tullamore, Ennis, Enniscorthy, 
Cobh, Mullingar, Ballinaslo, 
Mallow, Dungarvan, Castlebar, 
Arklow, and Tipperary. 

The Central Statistics Office 
took a census of distribution 
in 1951 and in the following 
two years, and when the results 
are available it will be possible 
to relate the population figures 
more specifically to the main 
centres of distribution and 
marketing. The report of the 
census will be a very informa- 
tive document for the adver- 
tiser, as it will provide a 
detailed statistical picture of 
each area. Last figures were: 

Total occupied, aged 14 
years and over... 1,298,367 
Unoccupied and retired 884,982 
Total under 14 years... 771,758 
Total population in ————— 
1946 dus ... 2,955,107 
The total working population 
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of University College, Dublin. 


is 14 million of which about 45 
per cent are employed in agricul- 
ture. Ireland's economy is 
basically an agricultural one and 
this fact is of fundamental im- 
portance in any analysis of the 
spending wer of com- 
ey. urthermore, when it 
is realised that 14 million of the 
total population live outside 
towns, the dependence of the 
community on agriculture cannot 
be overstressed. 

The total national income of 
the country for 1952 was esti- 
mated at £400 million of which 
£120 million was attributable to 
the agriculture section of the 
economy. This, of course, must 


not be taken as the available | 


monetary spending power of the 
rural community, as more than 
one-third of this income is com- 
of agricultural produce 
consumed on the farm. 

The trend of agricultural 
prices is a potent market factor 
in view of the potential demand 
for goods from this section of 
the economy. Over the last few 
years the trend has been favour- 
able and, as the recent livestock 
export agreements have been 
satisfactory, much of the uncer- 
tainty in the course of cattle 
prices has been removed. 

With the great advances made 
in rural electrification in recent 
years it is apparent that there 
will be a su ntial demand 
from the agricultural community 
for electrical equipment. There 
are in course of erection, or 
planned, extensions to existin 
gers capacity some 339,( 

W. which will be brought into 


commission between now and 
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£400 MILLION MARKET-—continued 


FUTURE PROSPECTS 


1958. During the year ended 
March 31, 1953, 18,818 new con- 
sumers were connected and this 
brings the total of rural con- 
sumers to 77,841. 

The variations and increases 
in electricity output show year 
by year the same pattern, but 
always on a higher level. The 
1954 figures of output so far 
achiev are higher than the 
— output figures in either 
951 or 1952. It must be realised 
that increasing industrialisation 
is creating demands for electrical 
power in addition to the rural 
electrification schemes. 

The potential demand created 
for electrical equipment when 
balanced with increasing agricul- 
tural spending power is consider- 
able and consequently the 
market for electrical goods of a 
capital and of a domestic nature 
is a Cookers, cleaners, 
radios and household equipment 
will form an important feature 
of our new domestic market. 

Irish firms are, of course, 
catering in some respects for 
these markets and _ general 
government policy is geared to 
protect Irish industry against 
competition in its production. 
Irish industrial opportunities are 
increasing; the number of new 
factories being established is 
rowing and a general feeling of 
ndustrial prosperity and increas- 
ing output is the order of the 

While the volume of in- 
dustrial output drop slightly 
in 1952 in some industries, the 
general trend is an increasing 
one and the number of persons 
engaged in industry has increased 
from 166,107 in 1938 to 219,009 
in 1950, an increase of 32 per 
cent. 


FEWER WORKLESS 

The trend in employment is a 
significant one on which to judge 
any economy. The figures for 
the first few months in 1954 show 
a seasonal increase in the live 
register, but not so great as in 
the corresponding months of 
recent years. Within the last 
few weeks the trend in unem 
ployment has been remarkable. 
Compared with the same period 
in 1953 the number of persons 
registered as unemployed is 
12,000 less than the correspond- 
ing number in the same weeks 
in 1953. This is due mainly to 
increased activity in the build- 
ing trades and a significant in- 
crease in industrial employment. 

The total personal spending 
power of the community was 
about £400 million in 1952 which 
is the net figure having deducted 
personal savings. 

When a comparison is made 
in the expenditure of personal 
income for various years at 1938 
prices it is relevant to note the 
increasing percentage of personal 
income which is being spent on 


food, drink and tobacco. On 
the whole, the pattern of per- 
sonal expenditure conforms with 
that in most countries which 
have a radually increasing 
standard of living. With in- 
creased industrial and agricul- 
tural production and a conse- 
quent steady rise in the national 
income, it is natural to expect 
a gradually increasing trend in 
the figures for expenditure on 
luxuries. 

In connection with the com- 
pilation of a new series of con- 
sumer price index numbers, a 
household budget inquiry was 
conducted in 1951-52 and some 
information which emerged from 
that inquiry is of particular 
interest when examining the 
general pattern of consumer ex- 
penditure. Since 66 per cent of 
non-agricultural households are 
those of employees (when classi- 
fied by reference to the head of 
the household) and since many 
non-employee households have 
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The British advertiser selling to Ireland needs vital facts 
on which the gearing of his policy will depend, and he is 
interested not only in the total population but in where it is 
located, how much it spends and what it buys. This article 
aims at presenting a statistical picture of the Irish market in 
1954, and of the potentialities of that market in the future. 


The Minister for Finance in 
his Budget s h gave signifi- 
cant figures for industrial earn- 
ings:— 

“Average earnings of in- 
dustrial workers increased by 
2.3 per cent in money terms 
in 1953, and, as this rise was 
accompanied by a fall in retail 
rices, real earnings increased. 

average earnings of an 
industrial worker (91s. 8d. in 

March 1951) by last Decem- 

ber, the latest quarter for 

which figures were available, 
had risen to 112s, 8d.” 


An increasing wage level and 
a slightly decreasing price struc- 
ture, owing mainly to a fall in 
the prices of imports, leaves a 
satisfactory margin, from the 
advertiser's point of view, for 
luxury expenditure. 

Dublin Bank monthly clear- 
ings give a guide to the normal 
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employee members it is of par- 
ticular interest to note that the 
budget inquiry indicated no sub- 
stantial differences in pattern of 
expenditure between employee 
households and non-employee 
households in the same income 
bracket. 

The new consumer price index 
number gives a very true indica- 
tion of the movement of prices. 
With a base at mid-August 
1947=100 the index for the last 
quarter of 1953 stood at 125. A 
gradual reduction in the general 
price level has taken place lately, 
the first since 1950. The con- 
sumer price index for mid- 
February 1954 was 124, two 
points below that for mid-May 
1953. 

In order to account for the 
general increased cost of living 
earnings have been rising fairly 
steadily and in the period 
August-October 1953 increases in 


wages affecting 36,000 per- 
sons aggregating approximatel 
£26,000 per w were reported. 


seasonal fluctuations of business 
within the country. The peaks 
in the autumn of 1952 and of 
1953 are accounted for by the 
issue of a £20 million national 
loan in 1952 and one of £25 
million in 1953. While the pur- 
poses for which these loans are 
acquired are very desirable in 
themselves, and while private in- 
vestors subscribed largely to 
them, one effect will be that the 
funds available for investment in 
industrial and commercial pro- 
jects will be restricted. 

The figures for housing pro- 
vide a further guide not only 
to the establishment of new 
households and thereby a further 
market for consumer goods, but 
to the buoyancy of the economy 
in general. Housing in Ireland 
can be divided into two main 
categories, that executed by local 
authorities and private building, 
the latter being mainly financed 
by government grant and either 
local authority loan or building 
society loan. Notwithstanding 


the heavy liabilities undertaken 
by individuals, there are sub- 
stantial inducements for new 
building in the shape of grants 
and remission of rates, and the 
building societies report that they 
have readily on offer more busi- 
ness than they can undertake. 

One overriding feature of the 
Irish economy is the continual 
excess of imports over exports. 
In the year 1953 the position had 
not changed substantially and the 
import excess was £69.4 million, 
a similar figure to that recorded 
in 1952. 

It is especially important that 
the imports of materials for in- 
dustry and producer capital 
goods are a steadily rising per- 
centage of the total, and the 
importation of consumer goods 
is a falling percentage. These 
facts alone are a pointer to the 
self-sufficiency trend within the 
economy. 


SIMILAR MARKET 

It is, of course, well realised 
that the country is not abun- 
dantly endowed with industrial 
raw materials and that the im- 
port of these materials must be 

id for mainly by exports. 

ere is an increasing aware- 
ness that greater emphasis must 
be laid on the export and com- 
petitiveness of the produce of 
industry. In cases where the 
local industry, due to high raw 
material costs and other internal 
factors, cannot compete in price 
with an imported product the 
local industry is given tariff and, 
if need be, quota protection. 

It would seem, therefore, from 
the point of view of the British 
advertiser that the Irish market 
is best tapped through either the 
establishment of a local factory 
for assembly or complete pro- 
duction or otherwise through the 
supplying of industrial raw 
materials. 

Fifty-one per cent of our im- 
ports come from Great Britain 
and the Six Counties, 11 per cent 
from the rest of the Sterling 
Area, 14 per cent from the 
Dollar Area, and 20 per cent 
from the non-sterling European 
Payments Union. 

Most of Ireland’s tourists 
come from Britain and their 
holiday expenditure is creating 
a steady seasonal demand for 
imported goods. 

For the British advertiser, 
then, Ireland offers a market 
which bears a very close re- 
semblance to the British home 
market. The economy is seen 
to be a developing one with 

t potentialities for the near 
uture and undoubtedly with 
the developments which are 
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The ‘Advertiser’s Weekly’ Market Investigation Team went to Ireland to examine 
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opportunities for selling British goods in the Republic. This on-the-spot 


report suggests how a particular range of products might be marketed. The 


example selected is electrical household goods. This choice was made in view 


of the fact that electrical power is developing rapidly. 


The Team found... 


Prosperity on the land opens big market 
for wide range of consumer goods 


iv is perhaps a platitude that 
a marketing man _ should 
pay individual attention to 
each one of his sales areas 
instead of comfortably assum- 
ing that a single plan of cam- 
paign will automatically suit 
all his potential customers, no 
matter where they may be. 

Nevertheless, platitudes have 
a habit of being disregarded, and 
it is still possible to find British 

rters who do not show 
sufficient appreciation of the 
special features of the Irish 
market, and even some Irish 
manufacturers who feel that 
because a product was launched 
in a certain way in the U.K. 
or in the United States, exactly 
the same procedure will do in 
their own country. 

It is impossible within the 
scope of a brief article to do 
full justice to the diversity of 
the Irish market and the oppor- 
tunities it offers. All that can 
be done is to high-light a few 
special features. 


PROSPERITY ON LAND 

The best way that this could 
be done, we felt, was to examine 
the pupae market for elec- 
trical household goods—electrical 
goods because of the vital part 
which the development of elec- 
— supplies is playing in the 
development of industry and the 
improving of home comfort. 

The production of electricity 
from local water resources was 
made an early claim for atten- 
tion when the Republic first 
came into being. That the 
Government recognised __ this 
claim was due to their realisa- 
tion that it was only through an 
adequate supply of electricity 
that fresh employment oppor- 
tunities could be created, home 
industries established, and better 
living conditions secured. 

The energy with which the 
— has been tackled may 

gauged from the fact that 

annual production of electric 
current has increased from 60 
million units to over 1,000 mil- 
lion units at the presént day. 
Moreover, it is hoped that by 
1957 installations able to cope 
with about double the present 
load will be complete. 

As nearly 60 per cent of the 

pulation live in isolated dwel- 
eS one of the most important 


aspects of the Electricity Supply 
Board’s development programme 
has been, and is, the acceleration 
and extension of electrification 
in rural areas. This programme, 
begun in 1947, has now brought 
electricity to some 80,000 homes, 
although this is estimated to be 
pes f one-third of the potential 


All this means that more and 
more people will have the facili- 
ties for running electric washers, 
refrigerators, washing machines, 
and so on. But have they the 
money with which to buy them? 
Part of the answer to this ques- 
tion is to be found in the figures 
for personal expenditure, which 
indicate that, after allowing for 
price changes, goods and services 
purchased by the Irish have in- 
creased by nearly one-fifth since 
1938, despite a temporary setback 
—experienced also in the U.S.— 
in 1952. 

We learnt that most of the 
people, even including the 
armers themselves, agreed that 
it is in the agricultural com- 
munity that the greatest increase 
in income over this period had 
been centred. This perhaps is 
an opportune time to remind 
ourselves that Ireland is still pri- 
marily an agricultural country, 
and that the prosperity of Irish 
agriculture is closely linked with 
the export trade. 

In 1952 agricultural exports 
amounted to about £70 million 
representing 70 per cent of the 
total exports of this country, and 
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this goes a long way to illustrate 
the recovery which agriculture in 
the Republic has made since the 
war years. 

The importance of agriculture 
is also partly responsible for 
the low density of population in 
the 26 counties, where there are 
only 111 persons to the square 
mile compared with 550 in Great 
Britain, 809 in the Netherlands 
and 733 in Belgium. In the 
Greater Dublin area, however, 
the average density is 256 to the 
square mile. 

Furthermore, electricity has 
helped to improve the economy 
of rural areas by its aid to the 
establishment of new industries 
in those areas, the mechanisation 
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Ireland is largely agricultural, but 


industries 
the spinning of worsted yarn at T 


are developing. This shows 
ullamore. 


of existing small-scale rural 
crafts, and, of course, farming. 
The increase in prosperity and 
the resultant purchasing power is 
proceeding steadily. 

More information on the rela- 
tive prosperi of individual 
counties can obtained from 
a study of their respective rate- 
able values. This and much other 


statistical data necessary for the 


formulation of a detailed sell- 
ing scheme can be obtained from 
the 1951 Census of Population. 
A future aid to the marketing 
man will be the Census of Distri- 
bution which, when it is pub- 
lished, will provide a compre- 
hensive guide to the structure of 
the retail trade, and the sales 
per head of population. 

All the available pointers sug- 
gest that the east coast and the 
eastern half of the province of 
Munster are likely to confirm 
Dr. Lynch's forecast (this Sup- 
plement last year) and main- 
tain their position of having the 
highest per capita spending 
power. 

We also know that preliminary 
analysis of the 1951 Census has 
shown that although shops with 
sales of £10,000 or more account 
for only about 15 per cent of 
the total number of establish- 
ments, they have about 75 per 
cent of total sales; while the 
smaller shops—those with total 
sales of less than £5,000 in 1951, 
numbering roughly 70 r cent 


of the establishments—-share less 
than 15 per cent of total sales. 

Realisation of the value of 
the retail census, and the t 
interest shown in it by the Busi 
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RESEARCH TEAM IN DUBLIN —continuea 


How to introduce a 
new product 


ness community, led the Govern- 
ment to decide to take a further 
Census of Distribution in 1952 
on a sample basis. In addition 
to avs money, the use of 
omens methods will ensure a 
uicker publication of results. 
| aw al of the Irish market will 
then have up-to-date figures to 
add to the very full statistics 
which have poe available for 
many years in respect of other 
sectors of the national economy, 
namel pene and the 
manufacturing industries, for 
which annual censuses are taken. 
In addition to a a. _— 
ractical use to 
nsus of Distribution * aise 
provide data which will assist 
market researchers commissioned 
to study the economics of retail 
distribution. 


Consumer research would also 
be an essential part of the pro- 
motion of electrical goods. To 
date, we have found that there 
has been a certain reluctance 
on the of commercial firms 
to conduct house-to-house sur- 
veys. There have been excep- 
tions, notably the cinema survey 
conducted by Research Services 
Ltd, and the Government 
has pointed the way by its own 
= of sampling technique and by 

oe os vision of more and more 
reliable statistics to simplify and 
improve the selection of repre- 
sentative quotas. 

An outline of the Irish market 
for any consumer product would 
be lacking in essential data if 
it did not take into account the 
important media facilities avail- 
able. The Republic's press is a 
fine one | its journalistic 
standards are high: indeed, Fleet 
Street owes a debt of eternal 
ratitude to its many great Irish 
Coenaliete-nimene them Richard 
Steele of Dublin, founder of the 
Spectator, the great editor Delane 

The Times, Edmund O’Dono- 
van, Waterford-born Power 
William Howard Russell, both of 
The Times, Alfred Harmsworth, 
born in Dublin, W. F. Casey, 
and a host of others, 

The daily press includes three 
national mornings published in 
Dublin and a fourth published 
in Cork-—-four papers with a 
combined circulation not far 
short of half a million, which is 
an impressive figure when related 
to the total adult population of 
the country. 

Dublin also produces two 
evenings, and further even 
papers are published in Co 
and Waterford, the latter appear- 
ing every evening except Friday, 
when it is replaced by a weekly. 
The two Sunday newspapers, 


both published in Dublin, have 
by far the largest circulations of 
any paper in the country. 

The importance of the press 
to the vertiser is dependent 
not only on sales.or even on 
quantity of readership figures, 
but on the quality of reader- 
ship. All the evidence suggests 
that the local weeklies in the 
Republic are closely and 
thoroughly read. Over two- 
thirds of the population live in 
the county towns, villages AL 
rural districts, and in general 
a higher proportion of people 
residing in rural aréas read a 
weekly than do those in urban 
districts. 

This is one of the major 
reasons why the advertiser in the 
Republic cannot afford to neglect 
the weekly news ponagages. Of ove 
there are 63—all county 2. 
with sales ranging from 
figures to over 30,000. 

Many opportunities are pro- 
vided trade press advertising, 
and our interest in electrical 
goods directs us ifically to 
two trade journals—the Jrish 
Electrical Trader and the Irish 
Radio & Electrical Journal, both 
giving national coverage of the 
trade. 

A wide choice of poster sites 
exists in all the principal cities 
and towns; the standard of 
poster production is high, and, 
while the local authorities have 
powers to ensure that necessary 
requirements are observed, the 
regulations imposed by the 
British Town and Country Plan- 
ning Act do not apply. 


COMMERCIAL RADIO 
Latest listenership figures for 
commercial radio in Lreland in- 
dicate that the two stations 
commanding the largest daily 
average audience are Radio 
Luxembourg and Radio Eireann. 
The survey, “The Irish Audi- 
ence for Screen Advertising,” by 
Research Services Lid., has 
given us a new insight into the 
size and composition of the Irish 
cinema audience. The 2,090,000 
hoy = aged 16 and over account 
or 840,000 tickets sold at the 
283 cinemas showing standard 35 
mm. films in the Republic. This 
is equivalent to 40 admissions 
per 100 adults. The ratio of ad- 
missions to capacity (41 per cent) 
compares most favourably with 

the figure for Great Britain. 
M research is still in its 
pone | in the Republic. It is 
oes that this short survey has 
ed the advantages of aug- 
menting research in view of the 
great opportunities which the 
Irish market presents and the ex- 
cellent facilities—press, poster, 

radio and cinema—available. 
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If 1T WERE TRUE. . . what would it 
| can to you? What difference would it make 
te your day-to-day life? Advertising is 
- working for your good, all day, every day. 
|. Beery advertisement you sce in yout acws- 
paper, at your cinems, one paeye every 
p A a Sa, 
~ qurer is another sure step in the direction of 
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Me THE LAST 
ADVERTI SEMENT 
yesterday! 


research. The absence of widely-publicised 

competition would abolish all incentive and 

discourage the pursuit of higher standards. © 
The ordinary citizen would be cut off from 

4 Vast amount of information that enables him 

to make the fullest and most satisfying ueof 

his spare time and spare income. Advertising 

is always news — aiming all the time at tell- — 

ing the customer what he wants to know. Its — 
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Agencies share eniibilis to 
‘advertise advertising ’ 


took a considerable time 
to get around to an “adver- 
tising advertising” campaign in 
Ireland, but now that it has 
been running for some months 
—the first insertion appeared 
early last November—nobody 
any doubts about the 
wisdom of the policy. 

The matter had been the sub- 
ject of discussion at the Irish 
Association of Advertising 
Agencies for some time before 
definite action was taken: the 
co-operation of the newspapers 
had to be obtained and then the 
organisation of the manner in 
which the campaign was to be 
run settled. 

It was not considered practic- 
able that the campaign should be 
the work of a committee repre- 
senting the members of the 
Association. A more definite atti- 
tude was adopted—member 
agencies should take it in turn 
(each for six advertisements) to 
handle the campaign. 

The order of “batting” was 
determined and McConnell’s Ad- 
a Service started the pro- 
ject. The daily newspapers each 
agreed to give the necessary 
space—11 in. x 3 cols.—and the 
frequency was set at twice a 
month. In actual fact this has 
been followed, with the exception 
of February when there were no 
insertions. 

The McConnell section of the 
campaign followed the theme, 
“Why Advertising Sells” and pro- 
vided an informative series of 
six advertisements showing the 
building up of a campaign for 
a new product, and the part 
yet lag by the advertising agent. 

eaders interested in advertising 
were advised to write to the 
secretary of the Irish Association 
of Advertising Agencies for a 
list of members. 

There was a response to this 
jon, and 


paign. 

After the February interval, 
the second stage of the project 
was taken up in March by 
O’Kennedy-Brindley Ltd., basing 
appeal on the importance of ad- 
vertising to the consumer and 
thereby switching the focus from 
the manufacturer to whom the 
appeal was addressed in the first 
series. 

Newspapers have not put a 
limit on the period for which 
the campaign can run, and it is 
clearly valuable co-operative 
publicity for both agencies and 
the newspapers themselves. 
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in every 4 


IRISH RADIO LICENSEES 


pays RADIO REVIEW 


RATES: Full page, £95; half page, £47.10.0; Single 
Column Inch, 25/-. MECHANICAL DETAILS: Column 
Depth, 12” ; Column Width, 2”. Number of Columns, 5. 
Half-Tone Screen, 65/85. Published every Friday. 
Copy date: 7 days in advance of publication. 
ADVERTISEMENT MANAGER: W. J. McConnell, Radio 
Review Ltd., 67 Grafton Street, Dublin. ’Phone 73531/2. 
LONDON REPRESENTATIVE: D..W. Mayes, 69 Fleet 
Street, London. CENtral 4447. 


Vhé all Otay ery Jay audience fx advertisers ! 


Radio Review has the biggest 
circulation of any weekly paper in ireland. 


Apart from the two national Sunday Newspapers 
Radio Review has the biggest circulation of any 
other weekly newspaper in Ireland. Its contents 
fully explain such widespread sales. For Radio 
Review gives just what every listener wants— 

all the radio programmes for every day in the week, 
including Radio Eireann, the B.B.C., A.F.N., 
Luxembourg and Continental Stations. All this, plus 
many fascinating features . . . stage and screen 


news ... reviews and pictures .. . health, beauty 
and home hints . . . jokes, cartoons and comic 
strips. ... No wonder readers are in a buying mood 


when they open their copies of Radio Review. No 
wonder advertisers find that space in Radio Review 
brings them really handsome returns. 
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Dailies and periodicals cover the 


whole Irish market 


Times,” “Irish Press” and 
“Irish Independent”—with 
the Cork-published daily 
“Cork Examiner” completing 
the coverage in the southern 
province of Munster. 

Two Sundays, “Sunday Inde- 
pendent” and “Sunday 
Press,” cover the country. 
There is a wide distribution 
of the popular English Sun- 
days, but the circulations do 
not achieve anything like that 
of the Irish-published papers. 

For evening paper coverage the 
“Evening Herald,” published 
in Dublin by Independent 
Newspapers, reaches most of 
the larger towns; the “Even- 
ing Mail” (also published in 
Dublin) is more concentrated 
in the area of its distribution 
and the “Evening Echo” 
(Cork) and “Waterford 
Evening News” provide local 
coverage in their areas—that 
of the “Echo” approximating 
to that of the “Cork 
Examiner” (published from 
the same office). 


There has been an intensifica- 
tion, in Dublin particularly, 
of the advertising feature 
and advertising supplement 
during the past year. Most 
of these are of a national 
character and in the case 
of the “Irish Times” the 
inserted supplement  tech- 
nique is used for distribu- 
tion. 

The “Irish Press” and “Irish 
Independent” incorporate 
their features in the normal 
issue by increasing the 
number of pages. There has 
also been a development of 
the magazine and feature 
content of the dailies. 


The use of colour is develop- 
ing in Ireland and recently 
the “Sunday Press” has 
created a special position, 
11 in. x 4 cols., for colour. 
Space continues to be tight 
with the Sundays, both of 
which have circulations far 
in excess of the dailies. 

Magazine and periodical out- 
put since the war has grown. 
Certain overlapping is in- 
evitable. 


INTENSE COMPETITION 


English periodicals circulate in 
the Republic but the ad- 
vertiser seeking to reach the 
Irish rural market (the 
richest potential market) will 
find the Irish - published 
periodicals essential to sup- 
plement daily or provincial 
press campaigns. 

The intense competition which 
has developed over the past 
few years has undoubtedly 

the “attack” of 
Irish periodicals. The fact 
that they must fight not only 
the locally published rivals 
but also the imports, means 
a continued drive which has 
been rewarded not only by 
circulation but higher reader- 
interest. 
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BY OUR DUBLIN CORRESPONDENT 


It is interesting that in several 
fields a couple of rival publi- 
cations, seemingly covering 
the same market, not only 
exist, but thrive. 

Leading examples of rivalry 
are to be found in “Dublin 
Opinion,” the old-established 
humorous monthly, and the 
younger—but _ nevertheless 
thriving—*“Passing Variety.” 

A somewhat similar situation 
exists in the “society” 
market where both the “Irish 
Tatler and Sketch” and the 
more - recently established 
“Social and Personal” exert 
an influence in a moneyed 
market. 

“The Standard,” the principal 
Catholic weekly, has devel- 
oped a magazine section 
during the past year thereby 
broadening its already wide 
appeal. 

“Radio Review,” which has 
made startling advances in a 
few years, provides the radio 
programmes not only for 
Radio Eireann but also for 
A.F.N., B.B.C., B.B.C.-TV, 
and Luxemburg, with a sum- 
mary of other Continental 
stations’ output. It shares 
with “The Standard” the use 
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of sponsored radio as a 
medium for circulation pro- 
motion. 

In the women’s field “Woman’s 
Life” is well-established as a 
fortnightly with a broad 
appeal. 

“Times Pictorial” is a weekly 
magazine carrying a high 


RATES 


Circulations and basic rates 
per single column inch fo 
the Sunday, daily and evenin 
newspapers of Ireland are 
follows :— 
tSunday 
Independent 381,563 
*Sunday Press 371,090 

Irish 

Independent 196,219 
Irish Press 180,764 
Irish Times 36,516 
Evening 

Herald 124,434 
Evening Mail 82,984 
Cork Examiner 45,917 
Cork Evening 

Echo 38,170 

*Rate increases to 45s. 
inch from June 5. 
tBasic rate increases to 45s. 
p.s.c, inch with issue of 
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increasingly read as modern- 
isation of Irish farms through 
mechanisation and _ rural 
electrification schemes is 
being developed. The “Irish 
Farmers’ Journal” and the 
older-established “Farmers’ 
Weekly” provide another 
example of a “brace” both 
thriving, and since their 
circulations are exclusively 
among a section of the 
population which is doing 
well they are media of major 
importance. 

Covering sporting interests, and 
particularly hunting and 
racing, is the long-established 
“Irish Field.” 
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Provincial press moves with the 


times in rural areas 


HOUGH Ireland is no 
longer almost exclusively an 
agricultural country as it was 
say 30 years ago, and though 
most of our sizeable provincial 
towns can point to thriving 
industries established within 
these 30 years, it is still true, 
in the words of the Minister 
for Industry and Commerce, 
in a recent article, that: — 
“Agriculture is not merely 
an industry which provides the 
bulk of Ireland's exports; it 
is a way of life for the great 
majority of our people who 
enjoy a standard of living com- 
paring favourably with that of 
many European peoples.” 
Ireland can never be a large 
roducer of industrial goods, nor 
ve the mass industrial popula- 
tion over which the popular daily 
newspaper exercises such a potent 
influence. No, the community in 
Ireland, outside our one really 
large city, is the county com- 
munity composed of folk who 
retain a great deal of individuality 
and independent judgment, be- 
cause they are not immediately 
subject to the pressure of mass 
ideas, amusements and habits. 
They are perhaps a little a that 
man from Texas with whom we 
are familiar in modern American 
folklore: they “want to be 
shown. 
This is not to overstress their 
conservativeness nor to say that 
they do not eagerly move with 
the times, as anyone can see who 
to-day observes the tractor and 
the harvester abroad in the land, 
the almost feverish development 
of rural electrification in the re- 
motest areas, the serried ranks of 
cars that flow into country towns 
bearing the farmer and his wife 
and family on shopping and 
social expeditions, the im of 
Young Farmers’ Clubs and of the 
Irish yee: Ae oe 
tion, pularity of the 
Soaea te the ince and the drama- 
tic festival in towns and even 
villages that are small by stan- 
dards other than Irish. 


whether it be in the self-con- 
tained county towns—which are 
really cities in miniature with 
their local government, profes- 
sional, leisured, manufacturing, 
trading and all other ranks and 
classes—or in the big agricultural 
areas that are the hinterland of 
these towns. But it moves under 


its own steam so to speak, and 
likes to form its own fadenents 
on_the facts presented to it. 

The interlocking of the county 
town, the smaller towns and 
villages, and the farming areas, 
forms a balanced community that 
develops a strong regio pat- 
riotism. It has its own local 
history and reasons for regional 
pride, its own local government 
and district courts, its own social 
and cultural life, its own sports 
teams and sports heroes—-all over 
and above the “shared ex- 
perience” of the daily round of 
work. 

Binding all these things to- 
gether is the local newspaper in 
which, week by week, the records 
ee this community life are pub- 

ed 

In the Associated Irish News- 
papers—the organisation of the 
provincial press here—some 56 
newspapers are included and a 
round dozen of them have cele- 
brated their centenaries, while 
some go back to the third quarter 
of the eighteenth century. Prob- 
ably no one who has not actually 
lived for a considerable time in 
the provinces can fully realise 
what the county newspaper 
means in the life of the people. 
Yet with an open mind and a 
little i ination any man or 
woman who carefully examines 


Members 


The organisation of the provin- 
cial press in Ireland is the Asso- 
ciated Irish Newspapers. its 
pone membership, given alpha- 

— by counties, is: 

Carlow: Nationalist and 
adie Times (Carlow). 

Co, Cavan: Anglo-Celt (Cavan). 
(Ennis) Clare: Clare Champion 

nnis 

Co. Cork: Southern Star (Skib- 


wane, 

Donegal: Derry Journal 
ase Donegal Demo- 
crat (Ballyshannon); Derry 
People (Letterkenny); People’s 
Press (Sligo). 

Co. Galway: Connacht Tribune 
(Galway); Connacht Sentinel 
(Galway); Galway Observer (Gal- 
way); Tuam Herald (Tuam). 

Kerry: Kerryman (Tralee); 
Kerry Champion (Tralee). 

Co, Kildare: Leinster Leader 
(Naas). 

Co. Kilkenny: Kilkenny Jour- 
nal (Kilkenny); Kilkenny People 
(Kilkenny). 


10 


such a paper will soon come 
upon the secret of its hold on its 
readers. 

Daily newspapers have had to 
invent, as it were, the columnist, 
the gossip page, the snippets from 
“Letters to Editor” and the 
speculation and chit-chat about 
their pe personalities to humanise 

a po. which would other- 
devoted solely to the 
movement of political and econ- 
omic forces and the record of 
deeds or misdeeds attached to 
unknown names. Every column 
of the provincial newspaper, 
however, is literally boiling over 
with personal human interest for 
its readers! Not the gossip- 
column kind of human interest 
but that evoked by news of the 
activities which make an imme- 
diate impact on their lives and 
which, it is to be noted, is 
reported nowhere else. 

Our provincial newspapers 
have, of course, also moved with 
the times. Reporting is crisper, 
sub-editing more ruthless, display 
more lively than even 30 years 
ago. World affairs and Irish 
national affairs are dealt with in 
excellent summary, sports report- 
ing is lively and exhaustive, pic- 
tures of local interest grow 
steadily in popularity. 

The a eo newspaper, 
however, ich hopes to retain 


secretary, Associated Irish Newspapers. 


May 27, 1954 


By MARION LAVERY, 


its position concentrates on the 
news of the county or counties 
in which it circulates and never 
never yields to the temptation to 
glamorise that news! After all, 
editor and publisher have to meet 
their readers in the flesh every 


day. 

The sober, factual, detailed re- 
porting of the news in the people’s 
own idiom, with airy speculation 
kept within the narrowest limits 
and even people who have got 
into the news allowed to retain 
their distance and dignity: this 
is the strength of the provincial 
newspaper. This it is that makes 
every line of it infinitely interest- 
ing to its readers; this is what 
inspires the trust and confidence 
they feel in it; this is why it 
comes into their homes every 
week with the authority almost 
of the gospel, and goes across 
seas and oceans to Ireland’s sons 
and <. - in many lands 
bringing the clear reflection of 
bs in the homeland they have 

t. 

If one were asked to name the 
strongest motivating force of the 
Irish provincial press the truest 
answer would probably be that 
it is pride in its standing among 
those who know it most intim- 
ately and the determination to 
retain and be worthy of their 
trust and confidence. 


of the Association . . 


Co. Leitrim: Leitrim Observer 
(Carrick-on-Shannon). 

Co, Leix: Leinster Express 
(Portlaoise). 

Co. Limerick: Limerick Leader 
(Limerick); Limerick Weekly 
Echo ye Limerick 
Chronicle (Limerick), 

Co. Longford: Longford Leader 
(Longford). 

Co. Louth: Drogheda Argus 
(Drogheda); Drogheda Indepen- 
dent (Drogheda); Dundalk Demo- 
crat (Dundalk); Examiner Press 
(Dundalk). 

Co. Mayo: Connaught Tele- 
graph (Castlebar). 

Co. Meath: Meath Chronicle 
(Navan). 

Co. Monaghan: Northern Stan- 
dard (Monaghan); Monaghan 
Argus (Monaghan); Monaghan 
Democrat (Monaghan). 

Co. Offaly: Midland Tribune 
(Birr); Offaly Independent (Tulla- 
more). 

Co. Roscommon: Roscommon 


Herald (Boyle); Roscommon 

—s (Roscommon). 
Sligo: Sligo Champion 
lig, Sligo Independent (Sligo). 
: The Nationalist 


ehened ) Nenagh Guardian 
(Nenagh); Tipperary Star 
(Thurles). 

Co. Waterford: Dungarvan 


Leader (Dungarvan); Evening 
News (Waterford); Munster Ex- 
press (Waterford); Waterford 
News (Waterford); Waterford 
Star (Waterford). 

Co. Westmeath: Midland 
Herald (Mullingar); Westmeath 
Examiner (Mullingar); West- 
meath Independent (Athlone). 

Co. Wexford: Echo and South 
Leinster Advertiser (Enniscorthy 
Free Press (Wexford); People 
Newspapers Group (Wexford): 
The People, Enniscorthy Guar- 
dian, New Ross Standard and 
Wicklow People. 


Northern Ireland: Derry Jour- 
nal (Londonderry). 
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there’s no need to hammer it home 


people are bound to see it! 


Yes, they’re bound to . . . wherever they’re bound for! Place your 


sales message continuously, conspicuously, before the public eye by 
means of outdoor advertising on the nationwide transport system and sites of 
Coras Iompair Eireann—Ireland’s National Transport System—and you reach the 
greatest number at the smallest cost. Irish eyes will see your advertisement regularly 
and, if your message hits] the nail on the head, constant viewing will drive it home. 


Positions are available on: Dublin and Provincial Buses, Road and 

Bridge sites, Railway Stations and Canals. Painted Boards, 

Lighting and Neon Signs. cial quotations for 

Painted Boards. Rates may be yor ication for 
Solus Positions, Flood Lighting ot Nom 
Displays. Transport Subsidiary will 

design and paint posters for Advertisers. 


AS 


r 


Write for descriptive booklet and rates schedule to: | 
Wtinager TRANSPORT SUBSIDIARY LTD. 
59 Upper O'Connell Street, Dublin 
Telephone: Dublin 46301/7 Telegrams: Transport, Dublin, 
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80 journals cover trade and 


technical field 


HE trade and technical 
press of Ireland does its 
job extremely well, despite in- 
herent difficulties peculiar to 
the size of the country, its 
resent state of technical and 
industrial development, and its 
roximity to Great Britain. 
e¢ 80-odd publications per- 
form the necessary functions of 
a national, specialised press 
efficiently and conscientiously. 
I am sometimes asked: Are 
these “necessary functions” really 
necessary in a country of just 
three million people? They are. 
I am also asked: Could not the 
trade and technical press of 
Great Britain fulfil satisfactoril 
all these necessary functions 
The answer is, No: emphatically. 
As emphatically as if the sugges- 
tion were: Could not British 
newspapers fulfil satisfactorily all 
the functions of an Irish national 
press? 

Ireland’s national press is an 
institution firmly rooted in the 
country, an industry and a 
service essential to the enlight- 


trade and technical press. 

This trade and technical press 
is part of the Irish way of life. 
Its editorial policy is in keeping 
with current and prospective 
developments in our industries, 
trades and professions, and it 
reflects the problems, needs and 
aspirations of these specialised 
groups in a way that no foreign 
journal can. 

Many British manufacturers, 
sales managers and advertising 
agents have found out from time 
to time that Ireland is peculiarly 
and exasperatingly “different”— 
that as a market for their pro- 
ducts it cannot be treated as if it 
were a province of London, 
Liverpool or Birmingham. Ad- 
ay the English language is 
as rea ily understood here as in 
England, This may perhaps be 
the reason why so many other- 
wise astute businessmen look on 
the Irish market, from an adver- 
tising point of view, as part of 
their British market, and there- 
fore necessitating no special sales 
and advertising technique. 

There are many firms in Great 
Britain to-day who feel that they 
have covered the Irish market 
adequately when they have adver- 


tised in a British trade or tech- 
poet journal that has subscribers 
ere ! 

More enlightened and, one may 
say with confidence, more suc- 
cessful firms in this market know 
that you cannot cover the trade 
and technical field in Ireland 
entirely through a foreign 
press; that you must make use 
of the native, specialised press 
that is there to service that field 
——~a press that is part of the very 
structure of the industry, trade 
or profession it serves and con- 
ae = intimate contact with 
its members. 

There is an Irish publication 
to cater for practically every in- 
dustry, trade and profession. The 
following brief details of some 
of these journals and the markets 
they cover should be of interest 
to space buyers and advertising 
managers: 


Ireland rebuilding 

Ireland has 2,700 engineers, 600 
architects and over 1,500 build- 
ing and contracting firms. 

Since the end of the war, Ire- 
land has been rebuilding, and 
every county can report progress 
on work completed and in hand 
on houses, schools, hospitals, 
cinemas, churches, bridges, roads, 
sewage, power stations, harbour 
reconstruction, land drainage and 
reclamation, etc. 

The latest available statistics 
show that the 1951 gross output 
of the building and construction 
industry, which consisted of 1,046 
principal establishments, was 
£24,205,043, the cost of the 
materials used was £11,766,714, 
and the number of persons en- 

ged, 29,183. Gross output by 

1 authorities and government 

rtments for 1951 was 
£12,276,514, the cost of the 
materials used was £4,692,911, 
and the number of persons 
engaged, 29,236. 

n the 10 months endi 
October 1953, new houses built 
under state-aided schemes totalled 
9,830. Houses _ reconstructed 
— state-aided schemes totalled 


In 1951 the output of the en- 
gineering and implements indus- 
try, which consisted of 147 
principal establishments, totalled 
£7,407,080, the cost of the 
materials used was £4,545,603, 
and the number of persons em- 
ployed, 6,021. The principal 
materials used were: iron and 
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steel bars, castings, plates, sheets, 
etc., £414,834; parts for accumu- 
lators and batteries, £456,259; 
electrical goods and fittings 
£245,572; machinery parts used 
in manufacture and _ repair, 
£201,052; glass and _ timber, 
£52,452; steel strips, £10,964; 
nuts, bolts and screws, £37,515. 

Work on canals, docks and 
harbours in 1951 (11 undertak- 
ings) totalled £667,350, cost of 
materials was £230,736, and the 
number employed, 1,191. The 
materials included iron and steel, 
timber and cement. The 1951 
output of the timber industry 
(195 rincipal establishments) 
totalled £7,648,411, cost of 
materials was £5,415,603, and the 
number employed, 4,549. 

Publications covering this im- 
portant field are: Irish Architect 
& Contractor (monthly); J/rish 
Contracts Weekly; Irish Builder 
and Engineer (fortnightly); Irish 
Engineering (monthly); Jrish 
Engineer's Journal (organ of the 
Engineers’ Association) monthly; 
Builders’ Journal (organ Feder- 
ation of Builders, mtractors & 
Allied Employers of Ireland), 
monthly; Architectural Survey 
(annual); Building, Construction 
& Engineering (annual); Archi- 
tectural Association of Ireland 
Year Book; Year Book of 
the Royal Institute of the 
Architects of Ireland; Irish 
Architects and Contractors 
Directory & Reference Book 
(annual); Engineers’, Architects’ 
& Building Trades Annual; Ire- 
land Rebuilding (annual). 


The Irish medical field 


In Ireland there are 3,700 doc- 
tors, 400 hospitals, 155 maternity 
homes, three medical universities, 
590 dispensaries, 550 dentists, 80 
ophthalmologists, physio- 
therapists. 

Ireland has to rely largely 
on imports (mainly from Great 
Britain) to meet demands for 
medicines, drugs, surgical and 
hospital equipment. Since the 
end of the war an ambitious 


of hospital build- 
fee pescunteediion Gad cone 
ping has been under way. A 


new Health Act is shortly to 
come into operation. While 
this may not have as revolu- 
tionary an effect as the Health 
Act did in Britain, it will 
nevertheless increase demand 
for the drugs, medicines and 
equipment necessary in private 


practice and in hospitals for 
the carrying out of the liberal 
provisions of the Act. 
Appropriate journals are: The 
Irish Journal of Medical Science 


(official organ of The Royal 
Academy of Medicine in Ireland) 
monthly; Journal of the Irish 
Medical Association (monthly); 
The Irish Dental Journal (official 
organ, Irish Dental Association), 
bi-monthly; Jrish Medical & 
Hospital Directory (including 
Directory of Dentists, Ophthal- 
mologists and Physiotherapists) 
annually; Jrish Nursing & Hos- 
pital World (monthly); Irish 
Nurses’ Magazine (official organ 
Irish Nurses’ Organisation), 
monthly; Irish Nursing News 
(official organ, Irish Guild of 
Catholic Nurses), bi-monthly; 
Irish Optician (official organ, 
Irish hthalmic Opticians’ 
Association), monthly. 


The motor industry 


The number of new vehicles 
registered in Ireland last year 
was 26,880. There are now 
189,524 licensed vehicles on the 
roads. There are 238,025 drivers’ 
licences current. Approximately 
900 garages and service stations 
cater for this trade. There are 
two motoring organisations: the 
Automobile Association and the 
Royal Irish Automobile Club; 
one motor trade association: The 
Society of Irish Motor Traders 
Ltd.; and an association of 
motorists: The Irish Private 
Motorist’s Protection Association. 

Latest official figures under the 
heading of Assembly, Construc- 
tion and Repair of Vehicles show 
that in 1951 there were 87 prin- 
cipal establishments and that the 
total value of output was 
£13,238,422, cost of materials was 
£9,739,205, and the number em- 
— was 5,997. 

re are two monthly jour- 
nals: The Irish Motor Trader 
and the Irish Motor Trade 
Journal. Publications that are 
edited for the public but have 
also a worthwhile trade reader- 
ship: Motoring Life (monthly), 
and the annual /rish Motorist 
Handbook. 


Hardware and allied trades 


The Irish hardware trader is a 
versatile fellow. He could, in 
fact, be called a hardware-cum- 
general merchant. He sells a 


@ Continued on page 14 
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SPECIALISED PRESS—continued 


Everything 


‘from cots 


to coffins’ 


bewildering assortment of pro- 
ducts: “from cots to coffins,” as 
someone hag said, It is difficult 
to estimate the number of traders 
but 2,500 would be a conserv- 
ative figure. The amount of 
trade passing over their counters 
in a year has never been satis- 
factorily totalled, but the import 
figure alone for 1952 was over 
£100 million. Products include 
hardware as such, and also house- 
ware, ironmongery, farm imple- 
ments, chandlery, electrical pro- 
ducts, building material, sports 
goods, and an assortment of 
other articles available also 
through grocers, chemists, bicycle 
stores, etc, 

The journal that claims an 80 

r cent coverage of this trade 

the official organ of the Hard- 
ware and All Traders’ Asso- 
ciation of Ireland, The Irish 
Hardware & Allied Trader. 


Groceries and sundries 


The Irish grocer, like the 
hardware trader, sells a multi- 
plicity of articles. These include 
tinned, jarred and kaged pro- 
ducts, on and ham, eggs, 
sweets and confectionery, tobacco 
and cigarettes, vegetables and 
fruit, soft drinks, and such sun- 
dries as soap, detergents, head- 
ache pills and powders, polish, 
dentifrice, razor blades, toilet 
paper, babies’ feeding bottles, 
matches, stationery, etc. 

It is difficult to get exact figures 
of the number of grocery outlets 
in Ireland, The number of small 
and large shops, co-operatives 
and chain shops has been rough! 
estimated at 10,000. The Retail 
Grocery, Dai and Allied 
Trades’ Association has a mem- 
bership of 6,000. 

There is one retail journal, 
The R.G.D.A.T.A. Review 
(organ of R.G.D.A.T.A.) fort- 

tly; and The Irish Wholesale 
Grocer (organ of the Wholesale 
Grocers’ Association of Ireland), 
monthly. The food and drink 
industry is listed in O'Neill's 
Who's Who & Industrial Direc- 
tory of Ireland (annual). 


Hotel and catering industry 

This yx 
Ministers of State, is important 
to the nation, It is important 
also to the manufacturers and 
suppliers who keep its 850 hotels, 
350 guest houses, and 700 res- 
taurants and cafés supplied and 
equipped. The tourist industry 
ranks with agriculture and manu- 
facturing industry as the nation's 
best earners, The people who 
patronise these establishments 
consume a wide range of manu- 
factured and agricultural pro- 
ducts, and their comfort calls 
for equipment and household 


are told by 


pote of various kinds. There 
been no estimate of the 
amount of manufactured products 
consumed, but an attempt has 
been made to show the impor- 
tance of the industry to the Irish 
farmer. It has been calculated 
that in an average year 1,125,000 
visitors, each spending two weeks 
in Ireland, consume approx- 
imately 28 million eggs, 1,674 
tons of butter, 2 million gallons 
of milk, 4,910 tons of meat, 1,116 
tons of vegetables, as well as 
other agricultural products. 

The monthly journal in this 
field is The Irish Hotelier (organ 
of the Irish Hotels’ Federation 
and of the Dublin Hotels & 
Restaurants’ Association). The 
annual is The Irish Hotel & 
Cane Sep Book. 

oe 


* 

Other important markets ser- 
viced by Irish publications are: 
the Licensed trade, two month- 
lies: Irish Licensing World and 
Licensed Vintner & Grocer. The 


Radio and Electrical trade, two, 


monthlies: /rish Electrical Trader 
and Irish Radio & Electrical 
Journal. Shipping and maritime 
activities, one bi-monthly: Mari- 
time & Import-Export Magazine. 
Jewellery and fancy goods, two 
monthlies: Jrish Jeweller and 
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Parcel Post and Special Transactions . . 


53 
£172-5m. 


66 
£183-4m. 


Irish Jewellery & Fancy Goods 
Journal, Commerce and Man- 
agement, one monthly, The 
Chamber of Commerce Journal, 
and one. bi-monthly, /rish 
Management. Agriculture and 
farming: The Irish Farmer's 
Journal, weekly; The Farmer's 
Gazette, weekly; The Land- 
mark, monthly; The Farming 
Post, monthly; Agricultural Ire- 
land, monthly; The Irish Poultry 
Journal, monthly; Farm Mach- 
inery Guide, annually. Printing 


THE RELIGIOUS PRESS OF 
IRELAND IS UNIQUE 


‘i religious press of Ire- 
land circulates throughout 
the whole country, from the 
capital city down to the 
smallest hamlet. It exerts a 
strong influence on its readers, 
whether they be Catholic, 
Protestant, Presbyterian, Evan- 
gelist or Jew. It is a press that 
is given an attention and a 
loyalty of readership unusual 
in any other section of publish- 
ing. For this reason it provides 
a remunerative advertising 
medium for a large body of 
advertisers. 

There are five weekly publica- 
tions circulating in Ireland, of 
which two are Catholic, two 
Protestant and one Evangelist. 
There are 28 monthly periodi- 
cals, of which 24 are Catholic, 
two Presbyterian, one Protestant 
and one Jewish. There are three 
bi-monthly ublications and 
three quarterlies, all Catholic. 
There are four annuals, three of 
which are Catholic and one 
Protestant. 

The net paid circulations and 
total estimated readerships of 
these publications are excep- 
tionally good. A _ significant 
pointer to reader interest is in 


the large paid subscription sales 
of which practically every publi- 
cation proudly boasts. Sales are 
strengthened through active local 
agents and interested members 
of the church, and in very many 
cases the sales of the publication 
are pushed from door to door, 
and from office to office, and in 
factories and hospitals. 

The religious press of Ireland 
is not by any means com 
— of devotional or dog- 
matic literature. In the majority 
of its publications it combines a 
high standard of journalism with 
entertaining and _ informative 
news, features, photographs and 
artwork. Religious thought, ac- 
tion and precept permeate the 
productions, of course, but the 
editors have very wisely com- 
bined entertainment with  in- 
struction and have produced 
publications that compete suc- 
cessfully in reader interest with 
popular secular publications. In 
the main, presentation, format 
and typography typify a sober, 
but by no means dull, approach. 
Only in some cases s the 
newsy and “dynamic” trend in 
make-up and arrangement been 
followed. 

The weeklies and some of the 

@ Continued on page 32 


and allied trades: two monthlies, 
Print, and Ireland's Press & 
Printing; and The Progressive 
Printer, bi-monthly. Drapery 
and Textile trade: two monthly 
publications : Irish Draper, 
Draper's Mirror. A _ detailed 
drapery and textile section is in 
O'Neill's Who's Who & Industrial 
Directory of Ireland. Accoun- 
tancy and banking have two 
monthlies: Jrish Accountant & 
Secretary, Irish Banking Maga- 
zine; and two  quarterlies: 
Journal of the Institute of Ban- 
kers in Ireland, The Secretary. 
Chemists and druggists have one 
monthly: The Irish Chemist & 
Druggist. Irish industry gener- 
ally is catered for by two 
monthlies: Chamber of Com- 
merce Journal, Irish Industry; 
two bi-monthlies: Martime and 
Import-Export Magazine, Irish 
Management; two quarterlies: 
Irish Trade Journal & Statistical 
Bulletin, Progress; two annuals: 
O'Neill's Who's Who & Industrial 
Directory of Ireland, and Irish 
Industrial Year Book. The Shoe 
and Leather trade has one 
monthly journal: /rish Footwear 
& Allied Trades Journal. The 
Police have one monthly: Garda 
Review; and one annual: The 
Garda Directory. The Tobacco 
trade has one monthly: The 
Tobacco & Allied Trader. 
Veterinary surgeons have one 
monthly: The Irish Veterinary 
Jou School teachers, man- 
agers and administrators have 
one fortnightly: Jrish School 
Weekly, and one quarterly: 
Teacher's Work. The live and 
trade has one 
Irish Meat Trade 
Newsagents, book- 
sellers and stationers have one 
monthly; Jrish Newsagents’ 
Gazette; and one bi-monthly: 
Eason's Bulletin. The bakery 
and confectionery trade has two 
bi-monthlies: Jrish Baker and 
Irish Confectioner. The cycle 
trade has one monthly: J/rish 
Cycle Trader. 
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for combined ideas, experience and resources 


— 


for close personal contact and operations 


First of all Dublin... then London... later Colwyn Bay...and now Derby as 
well—that’s how the McConnell Association of Advertising Agencies grew. We're 
as modest as any agency would be of this growth which can only be due to 
one thing: SERVICE. We think you'd agree—if you were one of our clients! 


Near you there’s a McConnell office growing on the service it is giving to a 


growing number of clients. Why not talk over your advertising problems with 
the local Resident Director ? 


A GREAT NAME IN ADVERTISING 


CHARLES E. McCONNELL, FPA. 
Founder of and be eee of the 
Association of Advertising 
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Big developments in use 


of direct mail 


are becoming more 
direct mail minded in 
Ireland. I have felt this for 
some time, but the final proof 
for me was in the clever mail- 
ing piece that arrived at our 
house recently. Perhaps clever 
is not the word: but it was 
good salesmanship, good public 
relations, and, in my opinion, 
the correct use of the right 
medium. 


The letter was from our 
butcher, It was a nice, friendly 
letter, addressed to my wife. It 
began by telling her of the 
butcher’s concern for his custo- 
mers’ stomachs and pockets. 
And then went on to his main 
point: that his meat was a little 
dearer than she would pay else- 
where but that this was because 
the beasts bought by him were 
all top-grade animals, such as the 
one that won first place in the 
——— Show, etc. 


Now, this mailing shot was 
well timed. ay wife had, in 
fact, been grumbling about her 
butcher's high prices, not only 
to me but to her companion 
housewives in the neighbour- 
hood, It was therefore prob- 
able that, like her, many others 
were on the point of changing 
to another butcher, But this 
frank and unusual statement— 
that he stocked only top-grade 
meat, that only top-grade is the 
best value, and that the best costs 
but a little extra, after all is said 
and done—this statement, plus 
the hint that it was obvious that 
she would want only the best, 
did the trick and our enterprising 
butcher, needless to say, con- 
tinues to get our custom, This 
was a shot that went to every 
household in our residential 
district and obviously paid off. 


Within the t few months 
I have received direct mail pub- 
licity from a seed me nt 
(catalogue, leaflets and letter), a 
hire-purchase furniture manufac- 
turer (a folder and a £5 trade 
discount cheque), a chimney 
sweep (a postcard), several 
charities (duplicat letters), 
a publisher (a brochure), an 
insurance company (a booklet 
and prepaid reply card), a petrol 
company via my local garage (a 
folder), a boot repairer (a post- 
card), a dressmaker (a leaflet), 
an airline (a duplicated letter), a 
laundry (a price-list); and 
samples of a headache tablet, a 
detergent, a periodical, and a 
dye. 


BY A SPECIAL CORRESPONDENT 


This use of the mail by firms 
of all sizes appears to me to 
reflect a new awareness by Irish 
business men of the peculiar ad- 
vantages of direct mail as an 
advertising and sales medium. 

It has been said, most 
emphatically, that Ireland is not 
suited to direct mail: it has been 
also said, equally cugmotiety, 
that Ireland is admirably suited 
to direct mail, I am in the 
latter camp—with reservations, 
of course. Direct mail is good 
medicine for some firms, and 
bad for others; therefore, the one 
should use it and the other shun 


it. 

The number of firms using 
some form of direct mail in 
Ireland—whether it be to the 
trade or to the public—is greater 
than appears to the casual obser- 
ver. More companies of all 
sizes and in a diverse range of 
business are relying on the t- 

to get ion through to 


selected pr and existing 
customers. It is my feeling that 
this trend will continue, In my 
own recent experiences I have 
seen direct mail material from: 
a printer (blotter), a_hire- 
emmpere clothier (catalogue), a 
ire-purchase furnisher (cata- 
logue and letter), a private 
school (letter and prospectus), 
an age | publisher-printer 
(samples and price list), a petrol 
company (blotter and folder), a 
garage (a calendar), an encyclo- 
pedia (a brochure, letter and 
reply-paid card),a wine merchant 
(brochure, price-list and letter), 
a photographic studio (a photo- 
= blotter, price-list and 
etter), a toy shop (a price-list), 
and from services such as T.B. 
Rehabilitation, Blood Bank, 
Free X-Ray Service (folders 
and leaflets), a hotel, a bail- 
room (a letter), a restaurant 
{a letter and menu), a medical 
supplier (prescription pad and 


Business reply service 
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letter), a toy shop (a price-list), 
a building society (letter, pros- 
pectus and folder), a radio dealer 
(letter and folders), an electrician 

tcard), a self-drive service 
(letter, folder and calendar), a 
taxi-cab company (a combination 
calendar-price-list and business 
card), a holiday resort (brochure), 
a holiday camp (letter, folder 
and newspaper), an addressing 
service (letter), a lending library 
(leaflet), a newspaper (letter, 
rate card, specimen copy), a 
paper manufacturer (letter and 
samples), and many others too 
numerous to mention. In my 
own business I use direct mail 
in a day-in-day-out effort which 
stimulates sales, backs up travel- 
lers in the field, and a punch 
to our newspaper and poster 
advertising. 

The average retailer receives 
from manufacturers and distri- 
butors a steady flow of news of 
products and traveller move- 
ment, requests for orders and 
repeats, and plenty of plain pro- 
duct propaganda. He regards 
these direct mail contacts as 
part and parcel of the manufac- 
turers’ and distributors’ business, 
which, of course, it is. 

Thinking along the line that 
what is good for the goose could 
be just as good for the gander, 
the retailer is beginning to 
experiment with direct mail on 
his own behalf in his efforts to 
retain his old customers and to 
add new ones. 


® Continued on page 3! 
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Sun Advertising has said goodbye to Grafton 

Street where it first saw the light of day. 

Our new home is set in the quiet atmosphere of 
Earlisfort Terrace, just beyond St. Stephen's Green. 
We find it extremely well-suited for the pursuance of 
our ideal which was and is to provide our 
distinguished clients with an advertising service 

in keeping with their standards. 

Here are some examples of Poster designs from our 
Studio. 


Poster design for distribution in 

Great Britain and Ireland—photo-litho 
in 6 colours. 

Client; Aer Lingus (Irish Airlines). 
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Poster design for world distribution. 
Awarded 2nd prize in International 

Travel Poster Competition, Rome 1954. 
Photo-litho in 9 colours. 

Client: Fogra Failte (The National Tourist 
Publicity Organisation). 


Poster design for world distribution— 

photo-litho in 9 colours. 

Client: Coras lompair Eireann 
Ureland’s Transport Company). 
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advertising films 


DVERTISING is the most 

effective method of im- 
parting information and _ in- 
struction to the largest number 
of consumers at the lowest 
cost. Though this statement 
may savour of the cliché, it 
does no harm to re-state it 
occasionally, in view of the 
peculiar views on advertising 
voiced from time to time. 

This basic benefit derived 
from the skilled use of adver- 
tising is nowhere more evident 
than in a country such as Ire- 
land, with its widely scattered 
population outside the few main 
towns and cities. 

Newly devised products and 
services are constantly appear- 
ing, making life more attractive 
to millions of people, and reliev- 
ing the drudgery associated with 
older m When these new 
goods and services are-—as they 
must be to succeed—ceither 
cheaper or better than existing 
ones, the consumer benefits im- 
mediately from the competition 
thus engendered. 

There is no greater impact on 
prices in a free economy than 
the freedom of choice on the 
part of the consumer faced with 
an array of different brands of 
a similar product or service; and 
the striving for quality in the 
products or services becomes an 
obvious way So advertis- 
ing can claim a large part of the 
credit for minimum prices with 
maximum quality, the descrip- 
tion which so many manufac- 
turers proudly apply to their 
products. 

Freedom to advertise as widely 
as desired by reputable manufac- 
turers is just as important as 
are the organised bodies who 
maintain advertising’s codes of 
standards. Both are of inestim- 
able benefit to the consumer. 
The market in Ireland, to 
which the yo: remarks 
apply just as forcibly as to 
countries, consists of 
three million people spending 
£400 million per annum on 
consumer goods and services, 
with the average family spend- 
ing £10 a week. 

To reach and influence this 
national spending power, manu- 
facturers employ a wide variety 
of advertising media—press 
cinema, radio, posters, etc. Intil 
last year, manufacturers had to 
use these media without those 
audience and readership statistics 
so essential to sound budgeting 


By PETER RACKOW, 


director, Cinema & General Publicity Ltd. 


—statistics which show how 
many and what kind of people 
can reached by each medium. 

My company played their part 

commissioning a survey of 
the Irish audience normally 
reached cinema screen adver- 
tising. This survey,* which was 
carried out by experienced inter- 
viewers who were Irish citizens, 
ranged from the new housing 
estates in Dublin across to the 
remote farms of County Mayo, 
and down to the fishing villages 
of Kerry, and gives a complete 
picture of the Irish cinema 
audience. 

The value of this survey will 
be realised when considering the 
distribution of ag mene in 
Ireland, as it is far from even. 


* “The Irish Audience for Screen Ad- 
epee" Gaeaeee by Research Services 


Indeed, 693,000 people (24 per 
cent of the total population) are 
concentrated in blin city and 
county, and population density 
ranges all the way from 1,920 
persons per square mile in the 
city and county of Dublin to 
barely 65 persons per square mile 
in several of western 


To meet the entertainment 
needs of Ireland’s three million 
population, there are 283 cine- 
mas. A few of these are impres- 
sive modern buildings in the 
heart of Dublin with seating 
accommodation for over 2,000 
people, in keeping with the 
capital’s population, and the rest 
are spread all over Ireland to 
meet local requirements. There 
are 82 cities and towns in Ireland 
with a population of 2,000 or 
more, and everyone has at least 
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one cinema. But cinemas are 
also to be found in much smaller 
places, and are indeed ubiquitous. 

The average number of admis- 
sions to Ireland’s cinemas is 
965,000 every week, and the ratio 
of admissions to seating capacity 
is 41 per cent, which compares 
favourably with the 35 per cent 
of admissions to re | for 
England, Scotland and ales. 
The average of cinema admis- 
sions is 3,400 © week, and 
represent, in total, 33 admissions 
per week for every 100 of the 
total population. 

In a year, £3,500,000 is spent 
on tickets and admission prices 
range from 4d. to 3s. 6d.; but 
two-thirds of all tickets sold are 
for prices between 1s. and Is. 8d. 
(inclusive of both). Of the total 
adult population, 31 per cent go 
to the cinema once a week, and 
a further 5 per cent once a fort- 
night. This 36 per cent of the 
adult population represents 
750,000 regular cinema patrons, 
and is the backbone of the 
cinema audience from the adver- 
tiser’s point of view. Cinema- 
going behaviour of the age 
groups follows very closely the 
same pattern in England, Scot- 
land and Wales, for, whereas 73 
per cent of the 16-24 age group 
go regularly to the cinema, 9 
out of 10 in the 65 years of age 
and over never, or practically 
never, visit a cinema. 


Progress 


OUTDOOR advertising in 
the Republic of Ireland 
has in recent years shown con- 
siderable progress in providing 
for the advertiser a medium 
through which to reach the 
consumer, progress which in its 
path has brought improved 
structures, better maintenance 
and extended facilities. 

Considerable effort has been 
put into the rebuilding and resit- 
ing of panels to meet modern 
trends and it can be said that 
the sites available to advertisers 
to-day bear favourable com- 
— with the best examples to 

seen in the cities and towns 
in other countries. The panels 
are almost without exception 
metal faced and provided with 
mouldings and paper surrounds 
to ensure that the advertisement 
has a perfect background from 
which to out its function 
to the best advantage. 

In some instances forecourts 
have been provided, not because 
the planning authorities have in- 
sisted on these particular amen- 
ities, but through the initiative of 
the contractors in their endeavour 
to add touches of extra attrac- 
tion to their sites. 


in posters 


By A. J. GAIRN, 


Dublin manager, David Allen & Sons, Ltd. 


Very careful attention is given 
to the methods used in the fixing 
and maintenance of all posters 
to ensure that when completed 
they present a neat, clean and un- 
wrinkled appearance. All modern 
methods are employed in the 
preparation of the poster and of 
the surface to which it is affixed, 
thus ensuring the longest possible 
“life” for each advertisement 
and a reduction in the number of 
posters required for maintenance 
during the period of display, a 
matter of some concern when one 
considers the present level of 
printing costs. 

To provide the advertiser with 
facilities on a national basis, sites 
have been erected in the principal 
cities and towns throughout the 
Republic and such recent exten- 
sions as have taken place have, 
in the main, been carried out 
through the erection of solus 
panels. 

Naturally in a country such as 
Ireland where there is an abun- 
dance of scenic beauty very great 
care has to be exercised in the 
selection of sites, and for that 
reason facilities are somewhat 
restricted to the cities and towns 
or their immediate outskirts. 
Under the Town and Regional 
Planning Acts it is necessary to 
obtain permission for the use of 


all sites from local authorities 
before any panels can be erected 
and these regulations ensure that 
any structures erected do not con- 
stitute a danger to the public 
and do not seriously offend the 
amenities of the district. 

The outdoor advertising facil- 
ities available to the advertiser 
are to be found in such important 
towns as Dublin, Cork, Limerick, 
Waterford, Dundalk and Drog- 


Development in both industry 
and agriculture in the Republic 
has brought improved purchasing 
power and to the industrialists 
outdoor advertising offers a 
medium through which that pur- 
chasing power can be reached 
with a flexibility which tends to 
eliminate waste circulation. By 
careful selection of sites a cam- 
paign can be restricted to specific 
towns or districts. 

The efficiency and effectiveness 
of outdoor advertising is best ex- 
pressed in the use made of it by 
manufacturers. A glance at the 
sites will show that more and 
more Irish industrialists are be- 
coming aware of the pulling 
power and value of this medium 
in selling their products. To the 
British manufacturer it offers the 
extra opportunity of being seen 
by British tourists. 
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by cinemas and shops 
and stops 

for buses 

and where the crush is 
thickest 

and the stream flows quickest 
(people not water) 
who’d have thought a 
poster could be 

so obviously 
everywhere? 

— but there 


that’s us all over! 


For overall coverage of 

Scotland, North East and North West England, 
North Wales, Northern Ireland and Eire . . . 
‘Poster Sites by 


DAVID ALLENS 


——— David Allen & Sons Ltd., 7, Buckingham Palace Gardens, London S.W.1, 
Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 
Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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OCRRY PROPLE 


WESTMEATH 
INOEPENOENT, PEOPLES PRESS 


NORTHERN STANOARO 


4ONCFORO LEADER MONAGHAN OLMIOC RAT 


CON EGAL 


sa/7Rim OEMOCRAT 


OBSERVER 


SLIGO CHAMPION 
SLIGO INDEPENDENT. 
ROSCOMMON 
WERALO 


CONNAUGHT 
TELEGRAPH OROGHEOA 
IN OLPENOE. 
ROSKLOMMON Tew wr 
CHAMPION 1 ARIS 


A _MEATH CHRONICLE 


wi 
CONNACHT WSTMGATN EXAMINER 


TRIBUNE ma M/OLANO HERALO 
CONNACHT a LEINSTER LEAOER 
SENTINEL 


WICKLOW 
PLOPLE 
NATIONALIST 

€ LEINSTER TIMES 


CLARE en AULKENAY PEOPLE 
CAAMPION KILKENNY JOURNAL 
_ “THE ECHO 
KERRYMAN ENNISCORTHY 
KERRY GUARDIAN 
CHAMPION THE PEOPLE 
FREE PRESS 
LIMERICK LEAOEI NEW ROSS 
LIMERICK STANOARD 
WEEKLY ECHO THwe 
LIMERICK WATIONAL/ST 
CHRONICLE MUNSTER EXPRESS 
WATERFORD NEWS 


‘ORD STAR 
EVENING NEWS 


NENAGH 
GUAROIAN 
LfA0€R 
SOUTHERN 
STAR 
TIPPERARY 
STAR. 


NEXT TO THE GosPEL ! 


“I mentioned the ", said the County Council- 
lor, “ because it...... is looked upon as next to 
the gospel ”’. 


(Yes, we can give you the names of both the newspaper 
and the County Councillor !) 


This is the sort of “ un- 
solicited 
that comes the way of 
Irish provincial weekly 


whom their newspaper is 
“next to the gospel”’, 
just remember that they 
are to be found in the 
Irish provinces — where 


testimonial ”’ 


newspapers. TWO-THIRDS of the 
If you are an advertiser population of Ireland 
who wants readers for lives. 


But to reach them you must use the 


irish Provincial 


NEWSPAPERS 


ISSUED BY ASSOCIATED IRISH NEWSPAPERS, DAME HOUSE, 


DAME STREET, DUBLIN, 


More new spaces for 


ads on buses 
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By EAMONN O’NEILL, 


manager, Transport Subsidiary Ltd. 


ONSIDERABLE advance 

is being made in the im- 
provement of outdoor advertis- 
ing sites in Ireland. The sharp 
cornered poster board is being 
replaced gradually by more up- 
to-date and attractively de- 
signed boards. These are also 
being repositioned to give the 
advertiser better value for his 
money and at the same time 
give him a good “head on” 
view. 

Properly positioned boards 
enhance their value as an out- 
door medium, Poster boards 
have been manufactured at high 
cost and they will be rounded 
at the corners, panelled, and 
inside the panelling “Perspex” 
sheeting is being inserted so as 
to avoid the continuous method 
of painting every six months. 

The sheeting is being used in 
different colours—white, green, 
red and yellow—and these 
colours will be around the ad- 
vertising spaces thus throwing 
the advertisement out. An added 
advantage is that they will always 
look clean, A shower of rain 
will clean off the dust. 

The over-all size of the boards 
is 22 ft. in length by 11 ft. in 
height and aluminium sheetin 
is used and the boards are fix 
on rail uprights which are sunk 
into a solid concrete base. 

To make the boards even more 
attractive, lattice work has been 
introduced and painted in li 
green. The question of a gar 
scheme and special brick layout 
is under consideration and may 
be adopted in the near future 
for sites where conditions are 
favourable. 

An effort is being made to 
provide special boards for all 
poster displays and this will add 
very considerably to the value 
of a ter, raising it immedi- 
ately from the status of some- 
thing which is stuck on a wall 


to cover it up, to a special 
display to which attention is 
being drawn. 

The standard and quality de- 
manded for posters to-day for 
omnibuses, railway stations and 
road sites is far ahead of that 
in earlier times. 

Among other improvements 
inside railway stations is the use 
of clear Finke gal over pictorial 
and timetable sheets. The 
boards are made in such a man- 


RECORD SIGN 


At the moment in Dublin 
there is being prepared the 
largest floodlit advertising 
sign in Ireland, 

This sign has been booked 
by one of the leading battery 
companies and it will be lit 
with high powered electric 
lamps 


The lettering and battery 
will be cut out and a flasher 


ner as to allow the sheets to be 
lifted out when a change of 
poster is desired. 

The Irish National Transport 
Company (Coras Iompair 
Eireann) were the first in 
Europe to introduce the use on 
single-deck buses of side panel 


spaces, 

In 1950 the size of the panel 
was 13 ft. 74 in. 20 in. and 
it proved a popular medium. 
Recently, the single-deck bus 
panels have been increased to 
17 ft. 8 in. across by 20 in. down 
to bring them into line with the 
size of the double-deck panels. 
This increase of size saves the 
cost of printing special posters 
for double- and single-decker 
buses, thus giving advertisers the 
opportunity of displaying the 
same poster on both. 
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,  KFacts that bring home the 
Importance of the [Irish Market 


For proven pulling power in Kerry T HE 
* and Cork, in which Counties one- 


seventh of the total business of the 
Republic of Ireland is transacted . . = 


The only Irish newspaper that 1951 January/June 22,399 1952 July/December 24,238 
* gives a break-down of certified cir- 1951 July/December 22,392 1953 January/June 


culation. A.B.C. 1952 January/June 
FIGURES —_ 1953 JULY/DECEMBER z Ji A. 5 3 


The circulation of THE KERRYMAN is more than double es 
combined circulations of all four Irish morning papers in Kerry 


Reach the Hotel and Catering Industry through— 


THE IRISH 


Published monthly, THE IRISH HOTEL- 


IER is the Official Organ of the Irish Hotels 4 
*F Federation and of the Hotels and Restau- f e \ e r 
rants Association of Dublin. 
Ninety-five per cent of the worthwhile * 
establishments in the Republic of Ireland 
* belong to one or both of these organisations. * 


Subscription to THE IRISH HOTELIER 
is included in Association subscription. ** 


Thus, an advertisement in THE IRISH London Representatives : 

HOTELIER will reach 95 per cent of Ire- HUSEY & CO., 

* land's hotel and catering industry and will 92 FLEET STREET, E.C4 Tel.: CENtral 8209 
go into every worthwhile establishment. Head Office: 5 Rock Street, Tralee, Ireland 
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as 
ce 


rate 


Drogheda 
Independent 


with A.B.C. Certified Net Sales Figures showing 
a Paid-up Readership for 1953 of 


818,940 crus 


is one of the Leading Irish 
Provincial Weekly Newspapers 


SALES HAVE INCREASED 
BY 3,524 COPIES OVER 
OUR A.B.C. FIGURES FOR 1952 


The Drogheda Independent 


is a worthwhile investment 


BEST FOR NEWS! 
BEST FOR ADS! 
BEST FOR RESULTS! 


Complete coverage of three Counties 


Rate cards from our offices :— 


9 SHOP STREET, DROGHEDA, 
Co. LOUTH, IRELAND 


Telephone 58 


May 27, 1954 


Writing copy with an 


Irish tang 


By JOHN TATE, 


managing director, Arks Ltd., Dublin. 


I BELIEVE the copywriter is 
the most important person 
in an advertising agency. What 
makes me so dead sure of it 
is that I know I am one of the 
two top copywriters in my own 
agency—my co-director, W. P. 
O’Donoghue is the other one. 
He has the advantage over me 
of being lots of other brilliant 
things besides. 

My clients don’t all seem to 
think as highly of my copy as I 
do, and those who don’t can 
have the services of competent 

juniors fitted 
. with  stabi- 
lisers which 
keep them 
firmly with- 
in about one 
inch of the 
ground, 
Why do I 
think the 
copywriter is 
the most im- 
portant per- 
son in an 


appreciate other aspects 

is wonderful business. Above 
all it is not because I do not 
appreciate the artist. The thing 
I would most enjoy doing would 
be commercial art, visualising, 
typography. In my spare time 
I would like to paint. 

The thing I find most difficult, 
the thing I have often to flog 
myself into doing, is copywriting. 
Yet I am sure that the best 
approach to becoming an all- 
round top-grade advertising man 
is through copy, and I feel it is 
a pity a better word cannot be 
found to describe the activities 
which I think should come 
within the scope of a copywriter. 

To start with he should not 
regard himself as a writer at all. 
I am on my guard against 
employing the man who has 
graduated into the agency field 
through journalism or short 
story writing or some such 
activity. The boy who was good 
at essays and compositions at 
school is not necessavily going 
to be better raw material than 
the one who could barely read 
the comic strips. 

Out of an eager desire to sell 
the product will grow the words 
and phrases and mental images 
that make the copywriter. It 
will include mental pictures of 
packaging, window displays, 
exhibition stands, sampling, dis- 
counts, travellers, special repre- 
sentatives, wholesalers, retailers 
and men and women behind and 
in front of counters, in their 
homes, and at work and play. 


Every item as it arises in mind 
will be examined from every 
conceivable angle—every last 
fraction of possibility will be 
squeezed from every item and 
the results, if any, matched in 
various combinations with every 
other item. 

And in the background of the 
copywriter’s mind will be an 
over-all consciousness of two 
overshadowing factors — the 
client with his outlook on his 
lenge > and organisation, and 

is chief competitors with their 
policies and varied activities. 

It is often said that one must 
believe in a product to produce 
effective advertisements for it. 
This is not my experience. I 
may be different from other 
copywriters, but I am quite sure 
that, as one who was almost a 
teetotaller, I produced some ad- 
vertisements for whisky which 
were not below the standard of 
my better work for products in 
which I did believe. I may 
mention that, as a drink, I have 
always found whisky to be par- 
ticularly unpalatable and could 
never drink it except when 
drowned in hot water and made 
syrupy sweet with sugar. 

Some of the best copy I ever 
wrote in my youth was for a 
medicated wine. I spent many 
days in the National Library 
looking up data from indexed 
annuals of The Lancet, British 
Medical Journal, etc. Disillu- 
sion, doubt—almost dismay, 
darkened my mind. I co 
hardly find one spark of hope 
for this class of product. 


FLINTY QUALITY 

There must have been some 
flinty quality in the substance 
under my skull because I 
knocked my own sparks from it 
and came back with a series that 
sounded damn good to me and, 
according to the client, it was a 
most successful effort. 

I do at the same time admit 
that it is a great help to have an 
enthusiastic regard for the pro- 
duct. I can only explain the 
success with other products to 
the fact that a man with imagi- 
nation can fit himself into a 
situation in the same way as an 
actor does. He can become, for 
instance, the over-worked, run- 
down clerk with a load of home 
cares and with the holiday break 
months ahead. He can imagine 
the joy of possessing the physi- 
cal energy and mental mastery 
such a man might envisage 
against the background of his 
debility. Hope from a bottle! 
—so quick, easy, pleasant, inex- 
pensive. 

@ Continued on page 24 
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BASHING AWAY FOR Um 
QUITE SOME TIME... \ 


Come to think of it, we’ve been at the game for close on half a century! All that 


time we’ve been walloping away at the Irish market . . . since before there was an Irish 
market, if we may say so. We were, in fact, among the small handful who first made 
Ireland advertising-conscious. . 


You might think we’re a lot of old fogies. Farfromit! The oldest man on our creative 
team is just thirty, and the youthful gusto of the gang in our studio, coupled with our 
experience, makes a formidable sales force. We are still going ahead and gathering strength, 
but we have one fault. We're greedy ! We want your busiaess, if you have business in Ireland. 

Back in the old days, we learned the way to the hearts— K t N N y ‘ S 
and pockets—of our countrymen, and the old methods haven't 
changed one bit. But you must be an Irishman to think 
them out—and we're great thinkers. We think in Irish! A G f N C Y 


ADVERTISING 


IRELAND’S OLDEST SERVICE AGENCY - 65, Middie Abbey Street, Dublin 
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watched | 
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We knew it would happen—and frankly it’s just 
what we wanted. We're coming up with new 
ideas and better standards . . . . attention- 
getting advertising that’s got greater sales punch. 
Up, up, up go the figures for our clients. We are 
radio-active too. That's another reason why we're 
being watched—and a good one! If this is the 
kind of advertising you want, ask us about it. 
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COPY FOR IRELAND-—continued 


The copy man can write in 
this way just as the actor can 
with conviction storm as Othello 
or romanticise as Romeo. 


In this spirit of simulated con- 
viction the copywriter goes off 
in a frenzy of mental exploration 
rather than in a fever of words, 
and this is why the writer per se 
is not the best man for the job. 
It is a great game in which the 
goal is to sell more of your 
product or service—to beat the 
other competitors in the race. 


The mental exploration deals 
with all the factors mentioned 
above, and with many others. 
The enthusiasm will break out 
in a spate of words—often 
unusual, vivid and vital phrases 
which may need some pruning 
the next morning. But the words 
may be only a small part of the 
treasure the true copywriter 
finds in his explorations. Let 
me give a few illustrations to 
show what I mean. 


IDEAS ... WORDS 

I knew a _ copywriter who 
wanted to get for his agency the 
advertising of a large insurance 
company dealing with industrial 
branch insurance. This company 
spent over £10,000 a year in press 
advertising and at the time this 
was considered to be a very large 
sum for an Irish firm to spend. 


One director of the company 
desired this agency to get the 
business and suggested various 
alterations in copy appeal, name 
plate, slogan, etc. 


The copywriter in question, en- 
deavouring to look much deeper 
into the problem, ignored these 
outer trimmings as the sort of 
things that would settle them- 
selves when the fundamentals 
were explored and sorted out. 


He wanted to concern himself 
with ideas rather than words, so 
he tried to get into step mentally 
with all the people concerned in 
selling industrial branch insur- 
ance and in buying it. Among 
the pictures which came to his 
mind was the one of the insur- 
ance agent hiking or biking from 
door to door, collecting and sell- 
ing to old customers and nosing 
out new ones. 


It was a somewhat dreary 
picture and the copywriter’s 
thoughts took somewhat the 
form of these words: “Heavens, 
what a job, how many of these 
women shut the door when they 
see me coming down the street! 
Has this damn company of mine 
no brains? Is there nothing they 
can do to help me, to make these 

or people glad to see me or at 
east less frightened of me? I 
have something good to sell them 
if they would give me the chance 
to talk to them. I want only a 
little bit from a lot of them and 
I could add SO per cent to my 
income. What damn good are 
all those advertisements in the 
papers? —the same old story over 
and over since | was a kid and 


since my father was a kid—same 
old girl with, a different hair-do.” 


In reaction to this depressing 
picture the copywriter evolved a 
scheme which envisaged cutting 
the advertising appropriation to 
£4,000 and spending £6,000 a 
year on a certain kind of service 
the agents would render the 
customers. This service would 
ensure that women would fre- 
uently look forward to a call 
rom the agent instead of hiding 
from him. 


When submitted to the manag- 
ing director of the firm he turned 
it down saying that it was 10 
years in advance of anything of 
its kind in the world and that 
his board were not progressive 
enough at the moment to accept 
it! 

It was a damp squib moistened 
by human inertia, but I hope I 
have made my point on the right 
approach to copywriting. 

I could tell you of a copy- 
writer who evolved a completely 
revolutionary method of selling 
refrigerators by the same 
approach. He believed it would 
do for refrigerator sales in one 
year what is now taking five 
years. I also know of a copy- 
writer who has a scheme which 
he is convinced would enable 
even a newcomer in the table 
jelly market to upset the well 
established brands and take a 
substantial share of the market 
in about a tenth of the time that 
would be normally expected. 


Perhaps I have said enough 
about the approach to copy- 
writing, so now for a_ few 
remarks on other angles of the 
copy man’s work. 


For instance, I think the real 
copy man should attend most 
meetings with the client. The 
inspiration I have always drawn 
from contact with the client I 
can compare again to the inspira- 
tion an actor must draw from 
his audience. When I am 
mentally in tune with my client 
I find that creative sparks fly 
freely. 


CREATIVE FLAIR 

In this connection I am quite 
unable to understand how young 
account executives who have no 
creative flair or considerable 
training and experience in adver- 
tising can bring very much back 
from their contacts worth com- 
municating to the copywriters in 
their cloistered cells, or how the 
—4 copywriters can do their 
work without considerable 
personal contact with clients. 
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To 
reach 
the 
medical 
projession 
in lreland 
advertise 


in the Irish 


Journal of Medical Science 


Here are some of 


our Advertisers: 


Anadin, Ltd. 

Armour Laboratories. 

Angiers. 

Anglo French Drug Co. 
rex Pharmaceutical Co. 

Burroughs Wellcome. 

‘oducts. 


British Drug Houses. 
Brooks Appliances. 

Boots Pure Drug Co. 
British Schering. 

S. H. Camp. 

Continenta! Laboratories. 
Cow & Gate 

Crookes Laboratories. 
Camden Chemical Co., Lid. 
Cassell & Co., Lid. 

J. & A. Churchill, Ltd. 
Denver Chemical Mfg. Co. 
Eirecot Cotton Co., " 
Genatosan. 

Glaxo Laboratories. 

Ilford. 

Iron Jelloids. 

ipeenee Chemical Industries. 


Menley & James. 
Medical & Industrial Equipment 
Co 


Organon Laboratories. 

Pfizer Overseas, Inc 

Pharmaceutical Laboratories 
Geigy, Lid. 

Pharmaceutical! Specialities (May 
& Baker), Lid. 

Pharmax, Ltd. 

Proprietaries (Eire), Ltd. 

Parke Davis. 

Poldens 

Randall Optical Co., Led. 

Riker Laboratories. 

Roussel Laboratories. 

Sister Laura's Food. 

Spencer (Banbury), Ltd. 

Saccharin Corporation, Lid. 

Sandoz Products (Ireland), Ltd. 
irella. 

Silten, Ltd. 

Sharpe & Dohme. 

Savory & Moore. 

Tampax. 

Viro 


Wm. R. Warner & Co., Ltd. 
John Wright & Sons, Lid. 
John Wyeth & Brother, Ltd. 


Ward B 


kinsop & Co., Lid. 


CADEMICIANS of the Royal Academy 
of Medicine in Ireland are the 
“ corps délite” of Irish doctors. All are 
pre-eminent in their profession and have 
achieved distinction in one or more 
branches of medicine. Their influence 
on the medical profession as a whole 
is therefore considerable: what the 
Academician is saying and doing to-day 
the General Practitioner will be saying 
and doing to-morrow. 

Convincing evidence of advertisers’ 
confidence in the Irish Journal of Medical 
Science, the official monthly journal of 
the Academy, is the list of important 
firms who have consistently used the 
pages of the Journal to make their 
announcements to this influential body, 
which includes Fellows, Associates, and 
Student members of the Academy, Our 
subscribers’ list is appreciably extended 
by the numbers of General Practitioners, 
Hospitals, Societies, Institutions, Libraries 
and Associations anxious to keep up to 
date on the original work being carried out 
at Irish hosp:tals and Jaboratorivs, and to 
study the medical features, reports and 
surveys which appear exclusively in the 
Journal. 


Send for Rate Card, Folder and Specimen Copy to 
43 PARKGATE ST., DUBLIN (phone 70727) 


IRISH JOURNAL OF 


MEDICAL 
SCIENCE 
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| SOUTH OF IRELAND 
“i PUBLICATIONS | 
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® AGREED 
The time and effort 
expended in securing 
adequate distribution merits 
the correct choice of 
media necessary to establish 
the essential link between distribution and sales. 


® AGREED ALSO 
That throughout the industrial and agricultural 
province of Munster this link can only be procured 
through the concentrated circulations of the influential 
papers on the spot—the papers that really cover the South. 


Che Cork Examiner 


46,485 CA. 


Cork Weekly Examiner 
31,944 CA. 


Cork Evening Echo 


32,792 CA. 
HEAD OFFICE: 


Dublin 


PATRICK STREET, CORK 


Waterford 


Branches at Limerick 


London Office: Fleet House, 58 Fleet Street, E.C.4 
Private Wires between London, Dublin and Cork 
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NOMUNS LIFE 


Managers for Great Britain: 
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WOMAN’S 
LIFE 


DUBLIN... 


@ has by far the largest 
circulation of any Iri 
woman's magazine. 


@ is the only one with an 
A.B.C. cordhicate to prove 
its claims. Over 21,380 
copies per issue. 


@ has been tried and 
proved by international 
advertisers who use it 
regularly. 

RATES ON 


APPLICATION 


LTD. 


NATIONAL ADVERTISING REPRESENTATIVES 
FLEET STREET, LONDON, €E.C.4 
Telephone; CENtral 3754, 1960, 3133 


Effective coverage 
of Ireland’s grocery 
distributive network 
is assured . 


This is a vigorous trade journal with an 
active nation-wide readership. It is the 
official monthly organ of the Wholesale 
Grocers’ Association ‘of Ireland, a body 
which sells and distributes to Ireland’s 
10,000 grocery shops. We have listed here 
some of the firms who use the IRISH 
WHOLESALE GROCER regularly to keep 
their names before wholesalers in every part 
of the country, to increase that goodwill 
which is so essential in the trade, and to 
ensure a one hurdred per cent market 
coverage. Rates and specimen copy from 
43 Parkgate Street, Dublin (phone 70727). 


through the 
IRISH 
WHOLESALE 


GROCER 


Chocolat- Menier. 
Clover Meats. 
Colgate-Palmolive-Peet. 
Country Products. 
Cuticura Soap. 
Pruitfield Jams 


McClintons Soaps. 
Mannix & Robinson. 
J, Matterson & Sons. 
Midway Chemical In- 

dustries, Lid. 
Mitchelstown 

ae Ga The. 

Nestlé Co. 
Paten’s of Dublin, 
J. G. Rathborne, 
Ryvita, Ltd. 
Saxa Salt. 
Scott's Jams. 
Stork Margarine. 
Sunrose Ma: 
Symingtons Soups. 

ide. 
Varifoods, Ltd, 
bat Wy Biscuit Co., 
White, Tomkins & 


Antony Worham, Ltd. 


26 


May 27, 1954 


Last week-end over 100 delegates gathered in 

Galway for the second annual Irish Advertising 

Conference. They discussed how advertising 

serves the consumer. ... They also had time 

for social activities in a delightful city which 
gave them a warm welcome 


Conference city is big 
distributing centre 


ENTION the City of Gal- 
way to anyone who has 

ever been there and immediately 
a flood of pleasant associations 
are recalled: the Corrib waters 
tumbling over the Slamon Weir; 
the thousands of salmon paving 
the river bed; the majestic swans 
gliding effortlessly over the still 
waters of the Eglinton Canal; 
the black fishing boats moving 
swiftly and silently out from the 
Claddagh Basin into the path of 
a setting sun; the dignified 
columns of University College; 
the sprawling bulge of St. 
Nicholas’ fourteenth century 
church; and the Spanish Arch. 

But of all its many attractions 
what really endears Galwa 
the visitor is the warmth of the 
welcome that awaits him and the 
genuine friendliness of the 
people. Centuries of social and 
commercial intercourse with 
travellers from all over the globe 
have placed Galwegians among 
the world’s best mixers, and they 
have inherited from a noble and 
cultured past a tradition of 
hospitality and courtesy. 

Galway’s economy is largely 
dependent upon the tourist in- 
dustry, but the Galway people 
do not give the impression that 
they are “selling” hospitality. 

The town of Galway has 
existed from very early times and 
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was fortified by the Connacht- 

men in 1124. After its capture 

by Richard de Burgo in 1232 

the town became an Anglo- 

Norman colony from which later 

sprang the famed 14 Tribes of 
alway. 

The first Charter of Incorpora- 
tion was granted by Richard II. 
The Corporation was abolished 
in 1840 and re-established in 
1937. For centuries the city 
traded extensively with Spain 
and traces of Iberian influence 
remain to this day in many of 
the city’s buildings and even in 
the culture of the people. 

Besides its colourful historical 
background and the magnificent 
scenery in which the city is 
located, Galway has other claims 
to eminence. It is the only trans- 
atlantic port of call on the west 
coast (although the liner traffic 
has not yet been resumed since 
the war), and is the distributing 
centre for western Connacht. It 
is also the capital of the largest 
Gaeltacht in Ireland, and of 
Ireland’s second largest county 
which has a _ population of 
160,204. 

Galway is the only Irish uni- 
versity in which students may 
study for degrees exclusively 
through the medium of the Irish 
language. 


Photo: ‘‘Connacht Tribune”’ 
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“ Ah, yes . . . those great days at the Irish 
Advertising Conference . . . those friendly people . . . and, of course, 
The Connacht Tribune with its certified circulation of 22,083 copies, 
covering the biggest agricultural area of any provincial weekly in 
Ireland. Not forgetting its companion paper, The Connacht Sentinel. 
Together, they are a must for any campaign in the West”. 


THE CONNACHT TRIBUNE 
PRINTING & PUBLISHING CO..LTD., GALWAY 
Grams : “ Tribune ” Galway. _Phone : Galway 21 


London Office : 173, FLEET ST., E.C.4. Phone ; CENtral 3913 


Ireland Supplement—ADVERTISER’S WEEKLY 


Dublin 
Opinion 


Carries your message to 
over 37,636* readers 
in their happiest, most 
receptive frame of mind 


* ABC Net Paid Sales 


DUBLIN: 67 MIDDLE ABBEY STREET, DUBLIN 
LONDON : LUDGATE HOUSE, 107 FLEET,STREET 
CEMtral 2412. 


r 


. 


IS THERE AN 
INSURANCE “RING” 


IN IRELAND’? 


SEE THE CURRENT ISSUE 
OF 


MOTORING LIFE 


IRELAND’S MOTORING MAGAZINE 


DUBLIN 39 Lower Ormond Quay (Phone 73218) 
MANCHESTER 89 Mosley Street (Phone Central 5703) 
LONDON 80 Fleet Street (Phone Central 4438) 


“Che Tipperary Star” 


...... has the largest 


Certified Net Paid Sales 
(A. B. C.) 


of any paper published 
in County Tipperary. 


Covering one of the richest rural areas 

in the fertile South of Ireland (population 

of over 150,000), advertisers will find it 
brings good results. 


London Representative: — 
W. H. YOUNG, 177/8 FLEET STREET 
Phone CENtral 8497. 


May 27, 1954 7 | 
- + oy + 
3 GALWAY 
\ Xu | Ge VE | 
(C7 a ce 
e — | oe | 
Sr" a : . 
Oa 4 
D> APD j Po b » 
hl % - od n pes , » 
BY FAR THE LARGEST ; a © 
CIRCULATION OF ANY 2 . ‘ 
MONTHLY PUBLICATION IN IRELAND _— 
P| 
_ 
rd > 2 
7 
2 
a 
ee 4 
CS ee. 2 eR ; oe | = , 
a Fi oie: ae aie a Sa | J 


so 

in} 

“a 
4 


De AT Ro Pue Nee Sg tot ee Se ers 
~ On gigs) sal SS here u Peer Pees 


! 


Bs 


ADVERTISER'S WEEKLY-—/reland Supplement 


the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 
London Office: 59, Fleet St., B.C4 


STANDARD 


(Catholic Ireland’s National Weekly) 
MEMBERS OF THE A Bc. 


STANDARD HOUSE, 12-13 PEARSE ST., DUBLIN 


Phone: 77316 (4 lines) Grams : Aquila Dublin 


Circulating throughout Ireland via the Catholic 
Church, and officials in Schools, Hospitals, 
Convents and other institutions, THE 
STANDARD offers to advertisers an intro- 
duction into the influential homes of Ireland. 


At 25/- per single column inch, it represents an 
economical and effective coverage to 
advertisers selling or contemplating selling 
their goods to this wealthy market. 


Latest A.B.C. figures, specimen copies and 
rates will be sent on request. 


Advertisement Manager - M. O’'GORMAN 


London Representatives: DENNIS W. MAYES, LTD. 
Tel. : CENtral 4447 


69 PLEET STREET, E.C.4 


Ads build £30 


tourist trade 


D URING the past few years, 
Ireland has not only 
stepped up its tourist traffic, 
but has also achieved remark- 
able popularity as an ideal 
venue for international con- 
gresses. During last year 
there were several important 
industrial and commercial 
conferences held in Dublin, 
including the annual confer- 
ences of two large British 
insurance organisations. 

Dublin was also chosen as 
the venue for the 25th Inter- 
national P.E.N. Congress, which 
brought in some 400 distin- 
guished authors and editors from 
countries as far afield as Brazil 
and Japan, the annual confer- 
ence of two British philosophical 
societies, a medical congress, 
the Berkeley Bicentenary com- 
memoration with its delegates 
from 150 of the world’s most 
famous universities, the annual 
congress of the International 
Society of Art Critics, an inter- 
national bakery exhibition, and 
a Spanish wine festival. 


Ireland now earns approxi- 
mately £30 million a year from 
its tourist industry, of which 
almost £4 million are “dollar 
earnings” from Canada and 
U.S.A. But behind that success 
lies planning, and much hard 
work. 

In 1952 a new Tourist Traffic 
Act entrusted to a re-organised 
Irish Tourist Board (known in 
Irish as An Bord Failte) the 
responsibility for such things as 
the grading and registration of 
hotels and guest houses, the 
improvement of tourist amenities 
generally, the protection and 
maintenance of ancient build- 
ings and historic sites, and the 
provision of road signs. And to 
a newly established National 
Tourist Publicity Organisation 
(known in Irish as Fégra Failte) 
was given the task of making 
Ireland's attractions known io 
the world. 

The National Tourist Publicity 
Organisation is thus responsible 
for the preparation and publica- 
tion of maps, tourist leaflets, 
= books, and __ illustrated 
olders on such special attrac- 
tions as hunting, golf, angling, 
climbing and so on. 

In addition it produces scenic 
films, distributes photographs, 
edjts a tourist magazine (/reland 
of the Welcomes), sponsors the 
publication of special books of 
tourist interest, controls the 
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million 


By F. J. M. SHEEHY, 
chief press officer, Fégra Failte. 


Irish Tourist Bureaux at home 
and overseas, and, from its new 
offices at 91 Pembroke Road, 
Ballsbridge, Dublin, serves as 
the public relations department 
of Irish tourism generally. 

In this last capacity, notably 
through a friendly briefing of 
visiting journalists, authors, 
editors, professional lecturers, 
artists and film men, and, of 
course, through paid advertising, 
it has put Ireland more firmly on 
the tourist map of the world 
than she was ever before. 

A specially interesting feature 
of Irish tourism during 1953 was 
the extension of the season. To 
achieve that the Irish Govern- 
ment had earlier conceived the 
idea of a nation-wide sprin 
festival, to be held during April, 
the month preceding the normal 
season. And borrowing from 
early Irish history, so rich in 
stories of royal ‘ire and clan 
gatherings, it was decided to call 
the new festival An Téstal. 

At first the new idea was 
modestly described as “an experi- 
ment in national co-operation.” 
But within a few months the 
people of Ireland were part of 
the experiment, combining and 
co-operating whole-heartedly in 
one magnificent act of national 
self-expression designed to show 
to our visitors what they are and 
what they can be. And by the 
beginning of 1953, the first year 
of the new experiment, voluntary 
Tostal pain had been estab- 
lished throughout Ireland, and a 
special section of An Bord Failte 
(the former “Irish Tourist 
Board”) was hard at work co- 
ordinating the local efforts and 
fitting a remarkable variety of 
cultural and sporting features 
into the three very full weeks 
of the Téstal period. 


TOURIST RECORD 

The new spring festival was 
going to be not merely a collec- 
tive family reunion with the 
whole nation “at home” to 
visitors. It was also to be a 
coming together of past and 
present, of traditicnal Irish 
activities. 

The number of tourists who 
arrived by air from Canada 
and the U.S.A, during the 
whole month of April was 275 
per cent higher than 

ing figure for 1952, 
while sea passengers 
across the Atlantic showed an 
increase of 53 per cent. 
Visitors who came by air from 
Great Britain and the Con- 
tinent showed an increase of 
17 per cent. 
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IRISH FARMERS’ JOURNAL 


Srcland ’ Leading Farming 
Whebly 


CERTIFIED CIRCULATION 


@ THE PAPER THAT EVERY UP-TO-DATE FARMER 
BUYS AND READS 


@ THE PAPER THAT HAS PROVED IT BRINGS 
£ s.d. TO ADVERTISERS 


Enquiries to: 
24 Earlsfort Terrace, Dublin. ‘Phone 53360-53369 


Ireland Supplement—ADVERTISER’S WEEKLY 


HOME GOES THE FAVOURITE 


$ 


No advertising campaign which is 
aimed at covering the Irish market 
can be complete unless it includes 
“Ireland's Own", the weekly Irish 
family magazine, on its schedule. 
With an A.B.C. certified net sale of 
37,068, “ Ireland’s Own” can truly 
claim to be a favourite in nearly 
forty thousand homes. 


[relandsOwn 


(A.B.C. MEMBER) 
DUBLIN : 39 LOWER ORMOND QUAY - (Phone 73218) 
LONDON: 177/178 FLEET STREET, E.C.4 (Phone Central 6447) 


a | 
SOUTHERN 
STAR 


Leading IRISH Weekly 
* 


Covering 


CORK CITY and COUNTY 
(one-fifth of the Republic of Ireland) 


* 


Certified A.B.C. Circulation 


* 
HEAD OFFICE : 

THE SOUTHERN STAR 
Skibbereen 


LONDON OFFICE : 
115 High Holborn, London, W.C1 
Tel.: Chancery 8752 


La +| 


IRELAND —the export market at your doorstep 


To cover it economically and fully use 
the advertising pages of the 


GRAFTON PUBLICATIONS GROUP 


Established 1927 


MODEL HOUSEKEEPING 


Ireland’s Premier Woman and Home magazine— monthly, 6d. 


WOMAN'S MIRROR 
The magazine for the younger woman ~~ monthly, gd. 


IRISH NURSING and HOSPITAL WORLD 


National organ of the Nursing and Hospital 


Services for over 20 years —— monthly, 6d. 
BLACK AND WHITE 
ne body’s Digest of Popular Topics. 
ing Py oe of the world’s reading —~ monthly, 8d. 


GRAFTON PUBLICATIONS are also advertising 
contractors for the 


JOURNAL OF THE IRISH MEDICAL ASSOCIATION 


ving complete coverage of the medical profession 
Ireland, and a large number of Irish qualified 


doctors practising overseas. Monthly, a|- 
For advertising rates apply to:— 
GRAFTON PUBLICATIONS, Telephones: 
Progress House, Dublin 41207, and 
270 North Circular Road, 78154/5 


Dublin 
Telegraphic address: “GRAFPUB, Dublin’ 
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J. T. ROBSON & SON 


LTD. 


The Newspaper 
Who Get Results 


Representatives 


ee 


for the Publications they Represent. 


JACK C. ROBSON, Managing Director. 


80, FLEET ST., LONDON, E.C.4 


"Phone CENtral 4438, 4732. 


POPPI TT Tee eee 
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Get to the ‘top’ of the Irish Market 


through— 


SOCIAL and PERSONAL 
Ireland’s Gayest Society Magazine 


For specimen copy and other requirements 


apply to— 
Cecil B. MeWeeney H. V. Gould 
Managing Editor OR London Representative 
3 Palace Street, Dublia 143/144 Fleet Street, E.C.4 
Telephone 70348 Telephone CEN 2110 & 7732 


A.B.C. Certificate 


y The ad 
Irish 
Midlands 


can be comprehensively 
covered through the 
columns of The 


MIDLAND 
TRIBUNE 


A.B.C. Sales Certificate 


Rate card, with detailed map 
of circulation area, on appli- 
cation to Head Office: 
EMMET STREET, BIRR 
OFFALY, IRELAND 


Branch Offices at Tullamore, 
Roscrea and Ballinasloe 


Most Influential of 
Irish Provincial Weeklies 


THE 
DONEGAL 
DEMOCRAT 


4 Counties DONEGAL 


LEITRIM 
SLIGO 
FERMANAGH 
AUDIT CERTIFIED FIGURES 
RATES 
S/C S/-, 6 4/-, 13 3/2 
BALLYSHANNON 


Phone: 6 co. DONEGAL 


London Office: 115 HIGH HOLBORN W.C.! 
CHANCERY 8752 
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Campaign that built 
a factory 


N 1947 Janus Limited were 

asked to handle the adver- 
tising of Walkers Ltd., one 
of the largest wholesale dis- 
tributors in Ireland of inter- 
nationally famous radios, 
cycles, refrigerators and com- 
mercial, domestic electrical 
appliances, and musical instru- 
ments. 

The manufacturing division of 
Walker's had for a generation 
past considerable experience in 
pram manufacture, and in 1948 
it was decided to offer to the 
Irish public a range of peram- 
bulators to be known as Walker 
Coach Built Baby Cars. Prior 
to this the vehicles were marketed 
under another brand name. As 
ultimately a very large range 
was visualised it was decided to 
give each design a name. From 
a host of suggestions bird names 
were chosen and, appropriately, 
the name Stork was given to the 
luxury pram of the range. 

The trade were informed by 
Walker representatives and direct 
mail. Trade shows were arranged 
in Dublin and provincial centres 
in February. No attempt was 
made to introduce the range as 
such to the public. Instead a 
series of medium-sized advertise- 
ments showing the Stork pram, 
introduced by Sammy Stork, 
stressed quality workmanship, 
tradition and name, and invited 
requests through dealers for the 
illustrated folder of the range. 
The advertisements appeared 
regularly in the national dailies 
from March until June. 


TIMING IMPORTANT 

The timing of the introduction 
of the range to both trade and 
public was considered important. 
As by far the greatest number 
of births occur in the second 
quarter of the year, and summer 
sales of “sunkars” to one-year- 
olds are considerable, the whole 
effort of the campaign wae made 
in February and March. 

The small range was an imme- 
diate success and the 1949 range 
was enlarged. Comments from 
customers and dealers were 
seriously considered in the 
designing of new vehicles and 
restyling of existing models. This 
led to the introduction of several 
vehicles which were neither 
prams nor “sunkars,” but their 
successful acceptance more than 
justified this courageous step by 
the manufacturers. 

About this time a small range 
of dolls’ prams based on actual 
large models were reintroduced 
for Christmas trade. These 
proved most popular, and their 


Case history of a scheme which 
boosted sales of an Irish pram 


ultimate long-term value as 
will builders will undou ly be 


felt. 

In 1949 a Walker “Baby of the 
Year” competition was initiated 
for which a cup and valuable 
cash prizes were awarded. Press 
announcements and rs in- 
vited parents to apply to their 
nearest dealer for entry forms 
and rules. The panel of judges 
was composed of editors of 
national women’s journals. The 
competition was a huge success. 
A ego way pram was given 
to the mother of the largest baby 
ever born in Ireland (and second 
largest in the world). 

Exhibition stands were booked 
at the Dublin Spring Show and 
at the company’s showrooms a 
permanent display of all models 
was planned. 

A dealer service of stock blocks 
in several sizes of all pram 
models was started, combined 
with layouts prepared to dealers’ 
own requirements. The response 
from dealers more than justified 
the scheme. 

An advertising allowance was 
made to all dealers in relation 
to models sold. 

For small country dealers who 
could not carry the ever-increas- 
ing range a wall-card was 
designed showing the full range 
with prices and deferred payment 
terms. This was very well re- 
ceived and is still an important 
part of the point-of-sale items 
which every dealer receives. 
Baby weight charts given with 
every pram sold proved another 
popular goodwill builder. 

ith a growing “feel” of the 
market a policy was formulated 
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CASE HISTORY —continued 


of larger advertisements in a 
more concentrated period to tie- 
with the period of the trade 
ows. Filmlets were shown in 
Dublin and other centres in first- 
run cinemas. 

Nursery furniture was next 
added to the range, first wooden 
cots and playpens and then 
tubular steel, high chairs, toddle 
chairs, carrycribs and stands and 
seat masters for motoring 


interest and support 
over the years was so satisfac- 
tory that for the 1953 trade 
shows it was decided to invite 
the public. This departure was 
helped by a novel stunt. Through 
the help of trade friends in 
England a pram of vintage make 
was obtained and was wheeled 
through St. Stephens Green by a 
couple dressed in clothes of the 
period. They went to the Man- 
sion House where the show was 

i , staged and their arrival 
heralded the opening of. the 
show. 

This show aroused considerable 
immediate interest and gained 
over 200 inches of editorial and 
pictorial comment in national 
and trade papers in Ireland, 
England and America. Films on 
baby care were part of this show. 

In 1954 half-page advertise- 
ments were taken in national 
and provincial dailies to show 
the whole range of 21 models as 
thumbnail illustrations and to 
invite the public to the pram 


Advertising Pays 


when your sales medium is 


CLARE CHAMPION 


The unrivalled weekly of Clare and 
South Connacht 


Its name as a progres- 
sive journal has stood 
the test of time over 
an extensive area 
among commercial, 
professional, agricul- 
tural and all other 
interests. 

A.B.C. Certified Sales 
15,670 
Copies Weekly. 
Continually used by 
all leading advertising 
agencies in Eire and 

Great Britain. 


Published weekly at 


O'CONNELL ST., ENNIS 


Telephone ; Ennis i1 


London Office : 
92 FLEET STREET, E.C.4 


Telephone : Central 8209 


shows in the various centres. 
Sales and orders for this year are 
the highest on record and plans 
are now being finalised for the 
building of new factory premises 
to meet demands. 

Import figures give some in- 
dication of the success of this 
campaign. In 1947 the value of 
prams imported into Ireland was 
in excess of £60,000. No quota 
has since been fixed nor has 
import duty been increased, yet 
the value of prams imported in 
1953 was only £8,826! 


Walker pram sales over the 
same period show that they have 
captured nearly all of this 


business and much more. 

This advertising success story 
can be directly attributed to two 
factors: First, here was an excel- 
lent product, beautifully made 
from the best materials by crafts- 
men, a wide range, prices to suit 
all pockets. Second, there was, 
and still is, complete co-operation 
at all levels between advertiser 
and agent on all aspects of manu- 
facture, and marketing. 


DIRECT MAIL 
—continued 


Lists are readily available for 
such groups as: manufacturers, 
wholesalers, doctors, dentists, 
engineers, architects, es 
teachers, rinters, ublishers, 
hos: itals, otels, golf clubs, 
yacht clubs, Senators and Minis- 
ters, Local Government officials 
and prominent people. Lists for 
other groups, and for house- 
holders in every part of the 
ps erg 4 can be specially com- 

iled by one of these maili 

ouses, such as the 
Addressing Service. 

A valuable form of direct 
mail popular here is the sample: 
delivered either by the postman, 
a member of the firm’s despatch 
staff, or a special distributor. 

The Post Office Inland Samples 
Service is confined to the 
Republic of Ireland. The rate 
is 14d. for the first 4 oz., and 
4d. extra for each additional 
2 oz. The maximum weight is 
8 oz. The maximum dimensions 
re: 12 in. long, 8 in. wide, 4 in. 
deep. The minimum dimensions 
are 4 in. long, 23 in. wide. 

The service is restricted to 
bona-fide trade samples and no 
oe is admissible unless it is 

re of the goods for sale 
a of no saleable value. 

Each sample must be clearly 
marked as such in the left-hand 
corner, and must cked so 
as to allow the Post Office staff 
to examine it easily, The name 
and address of the sender must 

r on the wrapper, prefer- 
ably on top-left corner and at 
right-angles to the name and 
address of the addressee. A letter 
or anything in the nature of a 
letter cannot be included with 
the sample: but a document 
admissible at printed paper rate 
can be enclosed. 
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Ireland’s Premier 


Social Monthly 


(Established 1890) 
PUBLISHED Ist EACH MONTH 


As “indispensable” for top-grade results 
in the Irish market—all Ireland coverage. 
Exclusive articles by acknowledged experts 
on Art, Fashions, Beauty, Hunting, Racing, 
Motoring, Golf, Theatre and all current 
Social and Sporting Events. 


Lavishly Illustrated 
Ask for specimen copy and rates 


The Advertisement Manager Publishers 

“Irish Tatler & Sketch,” Wilson, Hartnell & Co, Led., 
Commercial Buildings, Dublin Dublin 

Phone: 78551 *Grams: Hartnell, Dublin 


ome ™ 
—L 
~—O 


“Murphy, I wish you'd 
= be more careful when 
demonstrate gar- 
rollers.” 


How to make 
a Good Impression 


- no... please don’t use high pressure stuff—it doesn't 
wot. Well planned and consistent small space advertising 
will work wonders for branded products. We proudly 
claim coverage of 80% of the trade in Ireland, and invite 
you to meet well-informed and appreciative merchants who 
can sell your goods for you. 


Harowars, Housewares, lRONMONGERY, FARM IMPLEMENTS, CHANDLERY, 
ELECTRICAL APPLIANCES, BUILDING MATERIALS, ETC., ETC, 


The Irish 


HARDWARE & ALLIED TRADER 


Proprietor: T. D. Spillane. 
7 & 8 BACHELOR’S WALK, DUBLIN 


LONDON: 80, Fleet St., London, E.C.4 (Jack Robson) 
MIDLANDS: 89, Mosley St., Manchester, 2 (James McLachlan) 
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ADVERTISER’S WEEKLY-—/reland Supplement 


“HATIONALTST AND 


LEINSTER TIMES 


LEADS 
THE 
WAY 


IN LEINSTER 


Circulating 16,000 copies each 
week in Carlow, Laois, Kildare, 
Kilkenny, Dublin, Wicklow and 
N. Wexford, the paper is second 
to none from all view points. 


The only newspaper published in 
County Carlow. 


Ask for specimen copy and rate card 


42 TULLOW ST., CARLOW 


London Office : 
92 FLEET STREET, E.C.4 
CENtral 8209 


— 
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The No. 1 
Voice of Two 
Counties 


We only claim the largest 
circulation of any 
Newspaper in two counties 
namely 


SLIGO 


“THE SLIGO CHAMPION’ 


DONEGAL 


"THE PEOPLE'S PRESS" 


Two entirely different 
Newspapers with an attractive 
Group Rate. 


THE CHAMPION 

PUBLICATIONS LTD. 

WINE STREET, SLIGO "Phone 33 
Branch— 


LIFFORD, CO. DONEGAL ‘Phone |5 
LONDON, 92 FLEET ST. Cen. 8209 


THE 
KILKENNY 
PEOPLE 


AN A.B.C. PAPER 


Has proved Itself the 
outstanding advertising 
medium in this important 
agricultural and industrial 
area, covering as it does 
the whole of County 
Kilkenny and portions of 
Tipperary, Leix, Water- 
ford, Wexford andCarlow. 
Published every Friday— 
Price 3d. 


ALSO 


THE POST 


Out every Wednesday evening 
Price lid. 


BE. M. Keane 
Managing Director 


KILKENNY PEOPLE LTD. 
Kilkenny 
Phone: Kilkenny 15 


London Agents : 
HUSEY & CO. 


92 Fleet Street 
Phone Central 6209 


IRELAND’S 
leading weekly farming 
journal with the 
LARGEST 
CIRCULATION 


FARMERS 
GAZETTE 


(Established 1842) 


Read by Ireland's farmers and 
stockbreeders for the latest 
news and information on Irish 
farming. 


Used by leading advertisers to 
obtain effective coverage of the 
valuable Irish farming market. 


Specimen copy and advertise- 
ment rate card on request. 


| Head Office : 


*179 PEARSE ST., DUBLIN 
Telegrams : “ Farmers Gazette,"’ Dublin 
Telephone : Dublin 73236 

London Office : 

69 FLEET STREET, 

Telephone : Central 5453 


E.C.4 


ENE 
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RELIGIOUS PRESS continued 


monthlies and bi-monthlies have 
achieved high media ratings in 
the eyes of national and local 
advertisers, and with a sprinkling 
of overseas firms. This recogni- 
tion of their worth, however, is 
not sufficiently widespread to do 
justice to their claims. 

offer advertisers a medium that 
is at once national and religious, 
a medium read, respected and 
“looked up to” by the com- 
munity they serve. Advertise- 
ments in them reap the benefit 
of this goodwill, this trust in 
the publications’ integrity of con- 
tent, and therefore stand a better 
chance of achieving that maxi- 
mum reader reaction which is 
the characteristic of a sound 
selling medium. 


Perhaps the reason why many 
more firms are not using the 
religious press, and those that 
are using it are not doing so 
more frequently, lies in the sales 
methods of the press itself. 
Never very “pushy,” and always 
inclined to canvass with the 
“soft voice,” the religious press 
competes for s with other 
highly competitive media which 
canvass with the gloves off. In 
consequence, the religious press 
loses its place in the queue and 
gets pushed to the back to re- 
ceive a smaller slice of the ad- 
vertising cake than that to which 
it is rightfully entitled. 


The pros advertiser 
must be mee oy ow keenly aware of 
the value to him of this press. 
He must be educated to look on 
it as it is—vigorous and alive, 
with a potential for achieving 
sales far outweighing its size: 
and any lurking prejudiced 
notions that the press consists 
only of pious, sermony articles 
in solemn-looking publications 
that no one ever reads should 
be killed promptly and for all 
time. 


A look at the variety of the 
contents of a number of the 
publications will quickly dis- 
prove this facile sneer of the 
cynic; while a glance at the net 
paid circulation figures will prove 
positive reader interest, such as 
The Standard’s 70,000 copies 
weekly, the Jrish Catholic’s 
40,000 weekly, the Church of 
Ireland's Gazette's 8,000 weekly, 


the Missionary Annals’ 90,000 
monthly, the Assisi’'s 22,000 
monthly, the Pioneer's 35,000 
monthly, the Cross’s 12,000 
monthly, the Redemptorist 


Record’s 43,000 bi-monthly and 
$0 on. 


Like every other section of the 
newspaper and periodical pub- 
lishing business, the religious 
press must increase its adver- 
tising revenue to help meet con- 
tinually rising costs. More 
vigorous space selling on the 
merits of the individual publica- 
tions should result in a deserved- 


ly increased turnover. There 
are, for instance, not nearly 
advertisements from 


overseas firms. Here is a lucra- 
tive market that should be 
tackled with determination and 
system, preferably with the 
assistance of an on-the-spot 
experienced advertisement repre- 
sentative. 

There is a great number of 
foreign firms interested in selling 
to the Irish people. The 


Media points 

to remember 

Space buyers and advertis- 
ing managers who want to 
sell to the Irish people would 
be well advised to .. . 

get a breakdown of the 
population of Ireland in terms 
of religious denominations, 
and in denominational group- 
ing per city, town and 
county; 

examine the religious press 
and single out those publica- 
tions in it with special merits 
and circulation claims which 


appear to give the best 
possible cov of the 
market selected for develop- 
ment; 


pay special attention to the 
design and content of the 
advertisements so that they 
harmonise with the publica- 
tions and therefore stand 
the best chance of reaping the 
maximum benefit from the 
“semi-specialised” nature of 


publications have lengthy 
reader life, with experience 
showing that coupons con- 
tinue to come in long after 
an issue is outdated. 


religious press has a strong sales 
story, and it can afford to be 
positive in its approach to these 
firms knowing as it does that it 
has the entrée to Irish homes. 
These firms, mind you, need 
not be manufacturers and dis- 
tributors only of _ religious 
goods: manufacturers and dis- 


tributors of consumer goods 
whose branded products are on 
the shelves of local stores 


awaiting consumer choice like- 
wise are interested in reaching 
and influencing the Irish con- 
sumer at the most economic cost 
possible. 

There is ample scope also for 
the securing of an increase of 
advertising revenue by adding to 
the number of national and local 
advertisers. Here a space-selling 
campaign is called for to con- 
vince the home manufacturer 
and trader that the religious 
press is a good medium. 

The above should not be 
taken as suggesting that the 


press is not already carrying a 
wide selection of advertisers. On 
the contrary: but the point is 
that these firms do not represent 
the maximum potential of adver- 
tisers. 
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400 


Million pounds 
a year! 
What share of this do YOU want? 


400 million pounds a year is the estimated expenditure 
of Eire’s inhabitants. The bulk of this money is spent by 
two million adults on consumer goods. 


Ireland Supplement—-ADVERTISER’S WEEKLY 


What share of this market is yours? What part of it 
could be yours? In what way do you draw the attention 
of the Irish population to your commodities ? 


Eire is a cinema conscious country and there is a 
cinema to serve even the remotest agricultural community. 
These cinemas are visited every week by 36°/0 of the adult 
population; they are frequented every week by 60°/o 
of the young adults, those between 16 and 34 years old. 


These cinemas give YOU the chance to demon- 
strate your goods in colour, action and with sound, 
to the buying population of Eire. 


Of a total of 283 cinemas in Eire 224—or 79°/o—provide 
facilities for screen advertising. They show 1- and 2-minute 
films as well as filmlets. The cinemas can be booked 
through CINEMA AND GENERAL PUBLICITY LIMITED. 


If you are interested in Screen Advertising in Eire 
write for further information to:— 


CINEMA & GENERAL PUBLICITY LIMITED 
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DHublin Evening Mail 
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7 143-144 FLE D. V. GOULD 
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— . 2110 
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